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Note the” Lag-Plates”— From the outside, fuses like eggs, look alike—but 
inside there's a whale of a difference. 

Because BUSS Fuses reduce the number of useless blows and needless shutdowns, 
it's easy to hold old business and get new customers by pushing them. 

They mean money in the user's pocket and in yours. 


BUSSMANN MANUFACTURING COMPANY,ST. LOUIS, MO. 
TH E A Division SER McGrew. Efectric Company FUSE 



































INSULATING TAPE 
RAPID ASPHALT PAINT 


(FORMERLY MARKETED UNDER THE NAME P&B) 


THEIR WIDE ACCEPTANCE PYRAMIDS PROFITS 


Wherever you may go experienced users of RU-BER-OID Rapid-Asphalt Paint are sold 
insulating tape and paint insist on the brand exclusively through jobbers. Both are con- 
name RU-BER-OID. They know year after stantly advertised. Both provide you and 
year the quality is the same, dependable and your customer handsome profits. Scan the 


unsu rpassed. 


markets below. A few jobbing franchises are 


Both RU-BER-OID Insulating Tape and open for the right concerns. Write. 


RU-BER-OID 
INSULATING TAPE 


This old and widely known 
insulating tape, is unsur- 
passed in strength, adhesive- 
ness and pliability. It is mois- 
ture, acid and alkali proof. 
It never ravels nor puckers. 


THE MARKET 


Electric railroads use 
RU-BER-OID insulating Tape 
for overhead line construe- 
tion and for cables, also on 
motor leads of electric cars. 


& Tele ‘phone, telegraph 
and electric light companies, 
choose RU BER -OID Tape for 
overhead line work and also 
use it for conduits, cable in- 
stallations and repairs. 


‘3 MinesselectRU-BER-OID 
Insulating Tapefor wrapping 
mining machine and _ loco- 
motive cables because of its 
ability to withstand rough 
It holds fast 
acid and al- 


handling. 


regi ordiless of 
kali conditions encountered. 


RU-BER-OID 
RAPID ASPHALT PAINT 


This 46 year old insulating 
and acid-proof paint spreads 
easily and dries quickly. It 
leaves a hard, tough coating 
that is beth odorless and 
tasteless, 


THE MARKET 


Electrical and process- 
ing industries insist upon 
this insulating paint to pro- 
tect against moisture, acids, 
corrosion and deterioration. 


FOR Res 


SORTER: sons | rie 


(2 Chemical laboratories 
and electric plating plants 
find RU-BER-OID Rapid- 
Asphalt Paint indispensable 
where acids attack work 
benches, sinks, floors, ete. 
Food industries also use it 
for acid-proofing tanks, vats, 
troughs and barrels. 





3 Mining, smelting, and 
refining companies select this 
paint to protect tipples, con- 
veyors and metal work 
against corrosive fumes. 





The RUBEROID Co. 


ROOFING MANUFACTURERS FOR OVER FORTY YEARS 


Sales a RUBEROID MILLS~—CONTINENTAL ROOFING MILLS 
AFEPACK MILLS—H. F. WATSON MILLS—ETERNIT 





ASPHALT SHINGLES AND ROLL ROOFINGS—ASBESTOS-CEMENT SHINGLES AND CORRUCATED SHEETS -ASBESTOS, ASPHALT, COAL TAR 
PITCH AND FELT BUILT UP ROOFS— ASBESTOS: SHEATHINGS, FELTS, MILL BOARD, PIPE COVERINGS—KRAFT WATERPROOF PAPERS 
—COAL TAR AND ASPHALT FELTS AND SHEATHINGS—ASPHALT WATERPROOFING PAINTS AND CEMENTS—DRY FELTS AND SHEATHINGS 





Offices & Factories: New York, N. Y.— Chicago, Ul,— Millis, Mass.— Erie, Pa.—Baltimore, Md.— Mobile, Ale. 
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Sell 


Proved 
Protection 

with 
Proved Fuses 


Protection to lighting and power equip- 
ment is even more essential today. No one 
can afford the chance of a major repair. Thus 
there is a nearly-normal need for replacement 
fuses as well as for additional equipment 
because of depleted stocks. 


Get your just share of this steady business 
by reminding all prospects of the need for 
protection—and more—of the need to insist 
on fuses with a record. Jefferson (Union) 
Renewable Fuses gained their place years 
ago ... have held it ever since. They with- 
stand repeated blowouts because of exclusive 
methods of venting and of casing strength. 
Are renewed in a moment because they are 
simple and designed for speed. 


They save money and time, provide Proved 
Protection. Boost your volume with Jefferson 
Fuses. 


Jefferson Electric Company 
Bellwood (Suburb of Chicago) Illinois 


JER BRSO 
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Jefferson Knife Blade Fuses are renewed speedily. 
Only one cap to hold. Loosen studs a little and hook 


Jefferson Ferrule Type has only three parts and the 


link. 


in the link. 








No loose washers to worry with. Links have re] 
rounded ends for speedy insertion. 


RENEWABLE 
FUSES 
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Asking For Trouble 


EFRIGERATION is having its troubles 
R this year—new manufacturers with low- 

priced products; the increased activity 
of the department stores; the multiplica- 
tion of dealers; the consequent increase in 
uncontrolled competition—all have had their 
effect on volume and profits. 


The industry has looked to the power 
companies as the stabilizing factor. The 
utilities are sticking to high quality mer- 
chandise and selling at list prices. As in the 
past, they are expected to spend promotional 
money and effort in fostering this important 
business, with the expectation that the 
money they spend in fostering “big brother” 
policies is an investment in good-will and 
future revenue. 


The utilities’ refrigeration policies have 
been highly constructive in the past, which 
fact makes only more glaring the mistake 
which some of them are making today. This 
mistake is in the demand for consignment 
of refrigerators. 


It is always a mistake when the utility 
companies use their position to demand con- 
cessions that cannot be extended to the 
whole trade. Obviously, refrigerator dis- 
tributors cannot consign refrigeration: to all 
the trade. Many distributors are not in a 
position to consign refrigerators even to the 
utilities. Few, if any, manufacturers today 
are in a position to underwrite a general 
policy of consignment. Even a limited pol- 
icy of consignment to utilities will bring 
about destructive competition; for manufac- 
turers who cannot finance consignment will 
resort to price warfare. 


The reason for this change in power com- 
pany policy is not altogether clear. For 
surely the utilities today are not in such dire 
need that they cannot buy the goods they 
sell. In fact, if they were not enjoying the 
healthiest condition of any American busi- 
ness group, they could not even get consid- 


eration for a consignment proposal that may 
involve millions. 


One of the dangers in the proposition is 
that the trade jealousies awakened will put 
the brakes on cooperative marketing. For 
there is a direct threat to the distributor in 
this. His position will be weakened. Many 
distributors will be eliminated. And with 
the already strained relations between util- 
ities and dealers, only the distributor can co- 
ordinate local activities and produce a 
healthy cooperation between all groups. 


We cannot repeat too often that the 
wholesaler is the key to coordinated selling 
effort and cooperative market building. And 
that he cannot fully perform this vital func- 
tion unless the power company is his cus- 
tomer, buying on the same basis and selling 
at the same prices as his other retail cus- 
tomers. 


THe present move is a step backward. It 

will be generally looked on as a giving 
up of that position of merchandising leader- 
ship on which the utilities have justified 
their selling activities. The power companies 
should realize this. They should also recog- 
nize that (1) when they demand concessions 
which cannot be extended to other elements 
in the trade, (2) when they ignore impor- 
tant local trade groups, (3) when they adopt 
a policy which will disturb prices—then 
they will be justifying the accusations of un- 
fair merchandising brought against them by 
their most undisciplined adversaries. 


It is not too much to say that if they ad- 
here to such policies, the power companies 
will be undermining their own merchandis- 
ing position to a degree that their enemies 
have never yet been able to accomplish. 


PRESIDENT 
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Meet some of the boys 
... who help to keep Anaconda quality 


well over the Underwriters’ requirements 


Tr ne ara 3 See 


ee. oe ee ee 


EAS 








| Jack Mackey...keen-eyed, 
hard-boiled guardian of 
quality in Anaconda ABC 
Armored Cable. 
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(ABOVE) Inspector George O’ Neill 
oversees the machines which 
detect the slightest flaw in 
rubber insulation. 





(LEFT) Peter Rosetta mixes just 
the right amount of sulphur 
into the rubber compound. 








ANACONDA 
WIRING PRODUCTS 


RUBBER COVERED WIRE 
ABC ARMORED CABLE 
FLEXIBLE STEEL CONDUIT 
DURADUCT LOOM 
DURAX SHEATHED CABLE 
FLEXIBLE CORDS 








Manuel Ribeiro keeps a trained eye on the 


















instrument board of his rubber mixer. {\ 


AnaconpA 


Dependable Joe Castillo weighs accurately the pow- 
— ders that go into Anaconda rubber compounds. 





ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 


Sales Offices in Principal Cities 
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WELCOME! 


to the Spring “Convention” 


OR the first time, 

through the pages of 

this issue of ELec- 
TRICAL W HOLESALING, 
the entire distributing 
branch of the electrical 
industry is attending the 
same national conven- 
tion. 

It must be admitted 
that certain advantages 
of an actual convention 
are missing. The renew- 
ing of old friendships 
and the forming of new 
ones, the informal gath- 
erings on the hotel 
porches and in the lob- 
bies, afternoons on the 
links or bridle paths, 
evenings of dancing and 
bridge and, between 
times, the clink of ice 
cubes against glasses in 
the rooms upstairs—all 
these extra-curriculum 
activities must be fore- 
gone for, in keeping with 
the times, this is a strict- 
lv-business convention. , 

On the other hand, at- 
tendance at this conven- 


tion involves no great expense of time, energy or money. 


lt is taking no one away from his job in these critical 
times. And, furthermore, there is no danger of being 


kept awake at night because the fellows in the next room 


cem to think the sole purpose of a convention is to stay 
p and serenade the milkman to the tune of “Sweet 
\deline.” 

This is truly an industry convention. In attendance 
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Convention Headquarters 
520 N. Michigan Ave., Chicago, 
Home of “Electrical Wholesaling” 


it sets a new record. The program includes 
subjects of common interest to both whole- 
salers of electrical supplies and distributors 
of electrical specialties. Both types of 
wholesalers are attending. But, unlike a 
regular convention, the attendance is not 
limited to the “brass hats.” For the first 
time that most important man in the indus- 
try, the salesman, is attending a national 
convention along with his boss. 

Reading the addresses on the following 
pages is not the same as reading the report 
of a convention which has already passed 
into history. These “speeches” are the con- 
vention. Each one has been especially pre- 
pared, not for the ears of some other audi- 
ence, but for the eyes of over 5,000 elec- 
trical wholesalers, specialty distributors 
and salesmen, eyes whose owners are scat- 
tered not only from coast to coast, but 
from Cuba and Porto Rico to Canada and 
from New England to Hawaii. Thus the 
convention is both nation-wide and indus- 
try-wide in its scope. 


HE program includes discussions of im- 

portant problems now facing electrical 
distributors nationally, locally and individ- 
ually. It describes the most important 
industry sales activity of the year. It 
includes a paper on a commodity which 
offers an outstanding sales opportunity. 
It presents a summary of recent N.E.W.A. activities. 

Manufacturers, over 100 of them, have cooperated in 
a pictorial presentation of new and improved products, 


‘new packaging and new displays. 


It is the very great pleasure of ELectricat WHOLE- 
SALING to welcome you to this most unusual convention 
and to express the wish that you will derive real benefit 
from its addresses, discussions and exhibits. 




















Supply Co. 


Introducing 


B. W. CLARK 


President, National Electrical 
Wholesalers Association and General 
Manager, Westinghouse Electric 
Supply Company 


No convention of electrical wholesalers would be complete 
without an address by B. W. Clark, president of the N.E. 
W.A. and general manager of the Westinghouse Electric 
His constructive remarks are always looked 
forward to by those attending the conventions of the 
national association. No one is better qualified than 
Mr. Clark to deliver the opening address on this occasion 


His Message Is 


Don't Hide Your Light | 


HE business storm - still 
7 rages, with all hands doing 

their level best to keep the 
ship’s course straight against the 
calming of the seas and the first 
glimpse of dawn. As the “down 
east” fisherman remarked to the 
woman who asked if the rain would ever stop, “It al- 
ways has”—so we believe our storm must subside. 

Even now there is a hope that in Washington some 
reasonable agreement can be reached as to what govern- 
mental action must be taken to make government finances 
sound and help to renew the confidence which we must 
have before we can go ahead. 

Meantime we, as electrical wholesalers, may well look 
at the state of our own business, general conditions in 
the whole industry, and the place we should occupy with 
the return of business normalcy. I say normalcy, not 
meaning that I expect a quick return to the business of 
the late nineteen twenties, but a return of confidence in 
the future based on a sane outlook on business affairs, 
with a consequent steady advance in business which, 
with this country’s resources and skill, should enable 
every one to earn a living. 

Certainly we electrical wholesalers have done much to 
correct those extravagances by which we contributed to 
the general over-expansion, the sudden collapse of which 
has set the business world into panic. We have reduced 
our expenses, simplified methods, tightened our credits. 
There is still a way to go and, having 
reached the goal, we must remember, 
when times are better, that a safe busi- 
ness is a sound one and keep ourselves 
solid, come what may. 

It should be worth our while to take 
stock of ourselves right at this time, in 
order to discover what comfort we can 
draw from our own position and what 
we can do to improve that position and 
to make our work more valuable to 
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Under a Bushel 


those we serve. We serve, as a matter of fact, all three 
branches of the industry—manufacturer, utility and re- 
tailer. Let us consider them separately. 

Each wholesaler serves a large group of manufac- 
turers, grouping stocks under one roof, making the mer- 
chandise immediately available, carrying a large invest- 
ment in merchandise. He also groups sales and service 
contacts, packing and shipping, accounts receivable, col- 
lections and returns of merchandise for credit or re- 
placement. The wholesaler constitutes in fact a coop- 
erative branch house for his group of manufacturers, 
making their goods and service immediately available to 
the trade, and in addition he relieves those manufactur- 
ers of a large investment in merchandise and receivables, 
not forgetting the credit losses which are an inevitable 
part of the wholesaler’s cost. 

To the contractor and the retailer the wholesaler offers 
sales and service contact in the person of one man in- 
stead of a hundred, one shipment to cover all his current 
needs, one bill to pay and that to a nearby and under- 
standing friend. 

The wholesaler’s service to the large industrial plant 
is indispensable, because of the broad assortment 
of materials required and the frequently emer- 
gency nature of the demand. A night call for 
a hundred ampere fuse or a short length of 
500,000 c/m cable is not unusual. Only a 
wholesaler carries a broad enough line to serve 
such demands or meets the requirements for 
emergency service. 

The utility companies have, to some extent, 
drifted away from the wholesaler, due largely 
to the development of large holding companies 
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and consequent centralized buying and warehousing. 
Even in this field there seems again to be a growing rec- 
ognition of our importance as an important cooperative 
branch of the industry and of the economy of our service 
which absorbs costs of warehousing, obsolescence and 
unnecessary investment in merchandise and materials. 
If then, as we see it, the wholesaler is providing an 
indispensable and low cost service to the whole electrical 
industry, we are bound to wonder why it is that we are 
under a constant fire of criticism, as increasing the cost 
of distribution without making any worth while contribu- 
tion to the industry. Perhaps it is the working out of 
the scriptural dictum, “The Lord chasteneth whom He 
loveth.” However, a quotation from an editorial in 
Electrical South for December, 1931, will be interesting : 
“There is a tendency to criticize any system of. dis- 
tribution through wholesale channels as involving unnec- 
essary costs. There is some criticism because over a 
period of many years the propor- 
tion of the consumer’s dollar rep- 


of most manufacturers and many classes of customers 
to handle through the wholesaler only their minor and 
emergency requirements, handling direct such business 
as they can, and thus building operating costs higher, 
until the existence of many wholesalers is in jeopardy. 
Certainly there must be some fault with us. 

In the first place the wholesaling business came into 
being to satisfy a demand. The wholesaler has been the 
purchasing agent for his community, carrying those 
things which were wanted, often carrying many dupli- 
cating and conflicting items; and his sales contact has 
been in the interest of service only. Representing so 
many manufacturers he could specialize on none and his 
salesmen have sold but one thing—the service of his 
house. He has never joined the mad rush of super- 
salesmen and although he has of late specialized and 
departmentalized to some extent, it has not been to the 
satisfaction of the late regime of high powered selling. 

Somewhere there is a reasonable 
and proper meeting point at which 








the wholesaler will represent his 





resented by distribution cost has 
increased, while the proportion 


manufacturers, loyally promoting 
their lines to the satisfaction of both 


represented by manufacturing 
cost has declined—and in conse- 
quence it is often suggested that 
jobber distribution is too costly. 

“Yet, our entire industrial sys- 
tem, which has developed around 
the idea of specialization, has 
made it possible to reduce manu- 
facturing costs tremendously, 
while necessarily increasing dis- 
tribution costs. When the village 
blacksmith forged the tools re- 
quired by his community, manu- 


A return of confidence in the future 
based on a sane outlook on business 
affairs, should enable every one to 
earn a living. 


There is a growing recognition of the 
wholesaler as an important coopera- 
tive branch of the electrical industry. 


The wholesaler should be and is a 
potent factor for good will in the 
industry, but he can be a stronger 
factor if he will. 


parties. In the staple lines the pres- 
ent service contact and sales ap- 
proach covers the situation. In 
lighting, industrial applications and 
resale merchandise lines, more spe- 
cialization and departmentalization 
are needed than most wholesalers 
have given them. Here is the crea- 
tive field for selling and the set-up 
requires special salesmen for the 
thickly populated sections, and spe- 
cialty backing for the general men 


facturing cost was the principal 


in the so-called “sticks.” In some 





cases adjustments of margin are 








item ; distribution cost was negli- 
gible. But when in the develop- 
ment of our industrial system 
these tools were turned out by machine methods in certain 
industrial centers for nation-wide distribution, then pro- 
duction cost was cut to a small fraction of what it once 
had been and distribution cost was greatly increased. 
But the consumer obtained tools of far better quality 
and at much lower delivered cost. 

“Certain factories make certain specialized products 
with low-cost, mass-production methods for use over the 
entire country; and it is then the necessary function of 
the wholesaler to gather these products from the far 
corners of the country, warehouse them in various dis- 
tribution centers, and deliver them as the retail outlets 
require them. 

“The services of the wholesaler cannot be dispensed 
with, nor can the wholesaler’s cost be eliminated. Even 
in a chain-store system the warehousing functions of the 
wholesaler must be included and the cost of these neces- 
sary services absorbed. When a manufacturer attempts 
to sell direct to the retail trade over any large part of the 
country, he usually finds it necessary to establish branch 
houses in leading distribution centers—and_ these 
branches must perform the wholesaler’s services, to 
which necessarily must be attached the wholesaler’s 
costs.” 

These things are, I believe, true. Yet our business 
‘ontinues to suffer from criticism and from a tendency 


JUNE, 1932 


necessary, for promotional work 

costs money, but the right coordi- 
nation between manufacturer and wholesaler should 
result in economy. 

Recriminations won’t help but a frank recognition of 
both sides of the problem and an honest effort to arrive 
at the best overall result will make a better situation for 
the whole industry. 


NOTHER thing that has hurt the wholesaling busi- 
A ness has been the tendency to hide our light under 
a bushel. We have been hurt by what seemed like neg- 
lect on the part of the utility companies—but we have 
not made a determined effort to prove to them the econ- 
omies inherent in the service we offer, nor have we 
impressed upon the minds of the utility executives the 
strategic position we hold, due to our contacts with all 
other branches of the industry. The wholesaler should 
be and is a potent factor for good will in the industry, 
but he can be a stronger factor if he will. 

With our prime responsibility being to hold down our 
expenses and our credit losses, and thus produce the 
most economical service organization possible, we must 
always consider the means and policies by which we can 
continuously become more constructive factors in the 
electrical industry and thus prove that the middleman 
is not a drain on the pockets of the people but that he is 
an economic necessity. 

















Introducing 


E. DONALD TOLLES 


Managing Director, National Electrical 
Wholesalers Association 


Due to the cancellation of the Hot Springs meeting, the 
executive, household appliance, radio, refrigeration and 
lamp committees of the N.E.W.A. held their spring meet- 
ings at the Hotel Pennsylvania, New York City, on April 
14 and 15. Every wholesaler, regardless of his association 
affiliations, will be interested in Mr. Tolles' account of these 
meetings. His report is evidence of the constructive work 
which this Association is doing, through its committees, 
for the benefit of the industry 


Presenting 


N. E.W. A. Committee Reports 


The next general convention of the 
Association will be held September 
26 to 29, at Buffalo, New York. Further details will 
be announced later. 


Next Convention 


The Executive Committee approved of 
plans for establishing a service to 
members covering the entire field in 
the sale of electrical appliances. It is proposed to con- 
duct this service in cooperation with appliance manu- 
facturers, the public utilities and other organized groups. 
Members are to be kept thoroughly informed as to all 
national merchandising campaigns as well as to be regu- 
larly advised regarding the proposed activities of utilities 
operating within their individual territories. It is planned 
to put this service into immediate operation. 


Merchandising 
Department 


The Executive Committee at its 
meeting in New York on April 
15, took occasion to officially go on record in a recom- 
mendation to the membership, urging that every whole- 
saler ally himself with the local group or association of 
wholesalers which is organized in his territory. 

The theory upon which the committee based its recom- 
mendation was that while the national association by its 
very nature was a necessity in the performing of many 
and varied functions for the industry, it was neither pos- 
sible nor advisable for it to undertake the solution of 
various local problems that could best be handled through 
local groups. 


Local Associations 


The Executive Committee 
gave consideration to the ad- 
visability of recommmending an amendment to the con- 
stitution and by-laws of the Association which would 
permit of the election also of strictly appliance distribu- 
tors to membership. 
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Specialty Distributors 


At the present time, in order to qualify for member- 
ship, a concern must carry “a general stock of electrical 
supplies.” 

No conclusion was reached but it was directed that a 

survey be made through the members of the Association 
to determine how many wholesale appliance distributors 
located in the territories served by its membership 
might be considered as otherwise qualifying for mem- 
bership in N.E.W.A. 
Radio In the report presented by the Radio Commit- 
tee and approved by the Executive Committee, 
it appears that stocks in the hands of distributors and 
dealers at the present time are as low as they have been 
in any period during the last five years. 

Members are cautioned to thoroughly investigate be- 
fore encouraging the sale of short wave sets and con- 
verters. Reports reaching the committee indicate that 
the ultimate consumer gets much less reception of inter- 
esting broadcasts on short waves than he has been led 
to expect, and that consequently considerable dissatis- 
faction has resulted. 

While novelty sets such as clock models, etc., have 
been on the wane, midget sets have been holding their 
own and possibly gaining. The committee is of the 
opinion that auto radio sets are not adapted to distribu- 
tion through ordinary radio dealers, and that distribu- 
tion of this type of receiver should be carefully inves- 
tigated before any commitments have been made. 

It is confidently expected that the approaching political 
campaign will tend to improve the demand for sets and 
will very definitely enlarge the sale of tubes. As a mat- 
ter of fact it is reported that the present replacement 
market on tubes is running in some sections as high as 
50 per cent above last year. 

It is felt that considerable confusion and clerical ex- 
pense will be thrown upon the distributors of tubes and 
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sets unless careful consideration is given to the subject 
of the most economic plan for passing the proposed taxes 
on sets and tubes along to the ultimate buyer. Although 
several methods have been discussed, it seems to the 
committee that manufacturers should be urged to set 
up a net price schedule which would include the tax in 
the price paid by the distributor, the retailer and the 
ultimate purchaser. 
Trade Practice Rules - Although the Federal Trade 
Commission itself has previously 
published the rules of practice for other industries as 
approved and accepted by the commission, for the first 
time a change is being made in the procedure and the 
commission has permitted N.E.W.A. to publish to the 
electrical wholesalers the rules which have now been ac- 
cepted by the commission as a result of the Trade Prac- 
tice Conference held at Cincinnati in November, 1931. 

Electrical wholesalers to whom copies of the rules 
will be mailed shortly will be given an opportunity to 
express their approval or to criticise the rules as finally 
reviewed by the commission. 

It is to be hoped that both members and non-members 
of the Association will take advantage of the opportunity 
to record their approval or disapproval of these rules, 
and that in due course some machinery may be set up 
to see that the rules receive general recognition and re- 
spect in the trade. 


On April 15 the rep- 
resentatives of the 
lamp manufacturers presented to the lamp 
committee a proposed plan for the dis- 
tribution of a 10c type D lamp. 

The committee made certain recom- 
mendations of changes in the plan. The 
manufacturers, after considering these 
suggestions, have presented a_ revised 
plan at a second conference with the 
lamp committee held on April 21. 

After carefully reviewing the revised 
plan as now proposed to be effective May 
1, the committee has unqualifiedly en- 
lorsed and approved it, and expressed 
appreciation for the attitude shown by 
the manufacturers in attempting to meet 
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F. M. BERNARDIN 


General Electric Supply 
Corp., Kansas City 
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the recommendations offered by their distributors. 

Wholesalers have since received from the lamp manu- 
facturers complete details of the plan and forms to be 
signed by B agents amending present contracts which 
apply to Mazda lamps only. 


There was a word of caution in the 
report of the Refrigeration Commit- 
tee which read as follows: 

In recognizing the advent into the refrigeration field 
of a number of new refrigerators at prices as low or 
less than $100, the committee wishes to issue a word of 
warning. It is earnestly recommended that members 
look very carefully into the financial and moral respon- 
sibility of the manufacturers of such refrigerators, and 
that they investigate thoroughly the probable service ex- 
pense of the machines themselves before exploiting their 
sale. 

The absolute necessity of the proper performance of 
a refrigerator in the home as compared to the allowances 
made in the performance of other appliances of home 
use cannot be too strongly emphasized in estimating the 
service expense. 

The committee went on record in urging that all man- 
ufacturers, in consideration of their responsibilities, in 
fairness and justice should replace defective parts within 
the guarantee period, paying transportation charges in 
both directions. 


Refrigeration 
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Introducing 


GEORGE E. CULLINAN 


Vice-President in Charge of Sales 
Graybar Electric Company 


AtHoucH he still performs his warehousing and 
credit functions, the electrical wholesaler of 1932 is pri- 
marily a salesman. And, because he is a salesman, his 
opportunities today are greater than ever before. Mr. Cul- 
linan, during his 25 years in the electrical wholesaling field, 
has witnessed at first hand this evolution of the electrical 
supply jobber into the modern wholesaler with an aggres- 
sive selling organization. 
these new conditions and new opportunities 


He is well qualified to discuss 


“Speaking” on— 


The New Status of the 


EW times and new condi- 
N tions have brought with 
them interesting reactions 

for the Electrical Wholesaler. It 
seems but yesterday that the elec- 
trical wholesaler, in company 
with all other wholesalers of the 
country, was unpopularly known as “the middleman” and 
was being seriously squeezed between two powerful forces. 
On the one hand was the manufacturer who felt that 
the wholesaler, or “jobber” as he was termed, was an un- 
necessary cog in the wheel of distribution as far as the 
manufacturer was concerned, and that the commission 
he paid him for services rendered might better and could 
better be put into his pocket as an additional profit. 
The manufacturer knew who his 
customers were, so he thought; 
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speeches, and books, on this very interesting subject. 
There is no need for me to go into detail here regarding 
the arguments advanced on both sides of this question. 
The interesting fact is that today we hear little from 
the manufacturer, and less from the buyer, about the 
elimination of the wholesaler. 

Changed conditions have done more in a few years 
to establish the economic necessity of the wholesaler, 
from the standpoint of the manu- 
facturer and buyer alike, than all 











he knew where they were, and it 


the arguments, speeches, books and 




























would be a simple matter to deal 
directly with them. The electrical 
wholesaler never knew when a 
manufacturer would come to him 
and say he no longer could be 
used in the distribution of that 
manufacturer’s article. 

On the other hand, there was 
the buyer. In many cases where 


"Changed conditions have done 
more in a few years to establish 
the economic necessity of the 
wholesaler, from the standpoint 
of the manufacturer and buyer 
alike, than all the arguments, 
speeches and advertisements have 
done in the last 10 years." 


advertisements have done in the last 
10 years. It isn’t hard to under- 
stand what has brought about this 
chamize. 

Let us look at some of the condi- 
tions: In the first place, in the good 
old days, just a few years ago, con- 
sumers of electrical supplies and 
appliances were buying in large 


















the buyer was the consumer him- 


quantities and it did not take many 








self, he too looked at the dis- 
tributor as an unnecessary func- 
tionary between him and the manufacturer. The buyer 
felt that without the wholesaler in the picture he might 
buy his products direct from the manufacturer at a con- 
siderably lower price, the difference being represented 
by the wholesaler’s profit. In other cases purchasing 
agents of large companies, because of their purchasing 
power, felt they could get merchandise at advantageous 
prices if they could buy direct. 

It was a merry battle while it lasted, literally volumes 
having been written in the form of magazine articles, 
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customers to give any manufacturer 
an appreciable volume. Under these 
conditions, it is understandable why the manufacturer 
might very well feel that he could service these custom- 
ers direct, inasmuch as it took few calls on the part of 
his salesmen, and comparatively few shipments, to build 
a satisfactory volume. 

Now, however, this condition is completely changed. 
Purchasers are buying in small quantities. The old order 
that we used to call “hand-to-mouth” now looms large. 
The buyer today is buying for today’s needs only. This 
means the manufacturer who today wants volume must 
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go far afield for it. Many customers must be called 
upon, much territory must be covered, and the manufac- 
turer finds that it is an economic impossibility for him 
to directly cover this territory, call on these customers, 
get any volume and have any profit left. Further, this 
buying in small quantities by a large number of pur- 
chasers makes necessary stocks in many places in order 
to insure the purchaser who buys today for today’s needs 
—delivery tomorrow. 

There is only one agency the manufacturer can use 
to solve this problem and that agency is the wholesaler, 
because the wholesaler’s salesmen are calling on many 
customers, in many places, many times in any given 
period, and, further, the wholesaler has stocks in his 
warehouse to make it possible for 
the purchaser to get his deliveries 


tageous to purchase material from a wholesaler. 
They are nearer to our properties than you are, and 
as we occasionally need this merchandise in a hurry it 
is only possible for us to do so by buying, as we are 
now doing, from the wholesaler.” 

It is my sincere feeling that the electrical wholesaler, 
finding himself in the advantageous position he does at 
the present time, should more than ever strengthen his 
organization and develop his advantages so that when 
this economi¢ storm blows over, as we have every reason 
to believe it is blowing over now, we will all emerge, 
as we will emerge, into newer and better times and that 
there will never again be a question on the part of the 
manufacturer or the purchaser as to the need and im- 

portance of the wholesaler. 
In the past the efficient 











promptly. Today, it is not neces- 
sary to sell the- idea of the eco- 
nomic need of the wholesaler to 
the 1932 manufacturer. 

The same holds true of the 
purchaser. His small buying to- 
day in the first place merits no 
large discount; in the second 
place it merits no constant calling 
or extra service on the part of 
the manufacturer; and in the 
third place, the purchaser’s de- 
mands for prompt shipments 
necessitates stocks close by. And 
therefore again the purchaser, 
faced with his modern problems 
of buying, turns to the efficient 
wholesaler as the only answer to 
his problem. 


problem. 


not only efficient, 
organizations. 


Today we hear little from the manufac- 
turer, and less from the buyer, about the 
elimination of the wholesaler. 


Today it is not necessary to sell the idea 
of the economic need of the wholesaler to 
the 1932 manufacturer. 


The purchaser, faced with his modern 
problems of buying, turns to the efficient 
wholesaler as the only answer to his 


Electrical wholesalers are giving more and 
more attention to selling and are building 
but aggressive, selling 


wholesaler performed three 
very important functions— 
warehousing, credits and sell- 
ing. It is my observation that 
the average wholesaler has put 
most of the emphasis on ware- 
housing and credits, and too 
little on selling. It is my feel- 
ing now, however, that the 
electrical wholesalers, particu- 
larly, are giving more and 
more attention, as they should, 
to selling and in building not 
only efficient but aggressive 
selling organizations. The 
weeding out process, which is 
taking place in the electrical 
wholesaling business as in 
every other business in Amer- 





I have been in the electrical 


ica, has tended to eliminate 








wholesaling business for more 

than 25 years, and I have never 

known a time when so many manufacturers have come 
to our doors with propositions for us to distribute 
their products as is true today. By the same token, | 
have never known a time when manufacturers have been 
less prone to condemn us for what we don’t do and 
more generous in their praise for what we do do for 
them. Likewise, our customers, who represent all types 
of purchasers of electrical equipment, in their expres- 
sions to us indicate, as they never have before, their 
appreciation of the service the wholesaler is rendering 
them. 


ECENTLY, a small manufacturer who was desper- 

ately in need of business, thought he might build his 
volume by drastically cutting his prices to certain favored 
users of his products. He wrote to a number of them 
offering to sell them direct at a price 
which was less than the regular price 
in amount equal to the wholesaler’s 
commission. I have before me a copy 
of one of the letters this manufacturer 
received from one of his customers 
who received this letter. Let me quote 
a few lines from it: “We are of 
course always trying to save all we 
can, and especially at this time, but 
on the other hand it is quite advan- 
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from the wholesaler’s ranks 

the inefficient and flat-footed 
salesman and has left behind those men who are sales- 
men in every sense of the word. In the past when we 
have thought of the electrical wholesaler we have thought 
of him as a unit, who stocked merchandise economically 
and who sought out and sold to customers whose credit 
was satisfactory. Today and tomorrow we will think 
of the wholesaler in these two terms, but also and pri- 
marily in the terms of a hard-hitting selling organization 
who can take a manufacturer’s product and not only do 
an efficient warehousing and credit job but also do an 
efficient job of selling and promoting. Those wholesalers 
who will prosper in the future will be the ones who have 
selling organizations that really sell. 

You can have the best merchandise, you can have the 
best advertising, and the best system of distribution and 
credits, but if you haven’t the men to sell your merchan- 
dise it avails you nothing. In my opinion, the electrical 
wholesaler is recognizing this fact and is putting more 
and more emphasis on his selling organization with the 
result that the electrical wholesalers of this country will 
be in a position to put at the disposal of the manufac- 
turers the type of selling organization that will round 
out their other important functions, and will represent 
to the manufacturers the type of organization that will 
be indispensable. I have never been more optimistic 
about the economic need for the electrical wholesaler 
and the possibilities for him in the future than lam today. 



























Introducing 


CARL W. MAEDJE 


Ultra-Violet Section, Incandescent Lamp 
Dept., General Electric Co., Cleveland, O. 


A; this time, when ultra-violet radiation has captured 
the imagination of the public, sunlamps present an unusual 
sales opportunity both to electrical wholesalers and spe- 
cialty distributors. Like fans, sunlamps are largely a sea- 
"sonal item and this month is none too soon to start lining 
up dealers for the fall season. Carl W. Maedie, an ultra- 
violet specialist, presents a quick picture of the sales 
possibilities of this new product 


His Topic Is 


Super-Sales From Sunlamps 


HE recent introduction of the type “S-2” sunlight 

Lamp and the subsequent manufacture of correct 

yet inexpensive equipment for its use have so broad- 
ened the ultra-violet and sunlamp market that no elec- 
trical wholesaler can afford to ignore the opportunities 
which are his. 

This huge and growing market includes in its scope 
not only the electrified homes and apartment houses of 
our country, but hotels, hospitals, factories, stores, offi- 
ces, indoor and outdoor swimming pools, and gymna- 
siums. 

Like a new sun rising over the electrical wholesalers’ 
horizon, the type “S” sunlamp brings a new day, new 
hope, and long-awaited sunshine to the electrical trade. 
As with similar opportunities in the past, the time to 
act is NOW! 

“But,” the passive electrical wholesaler may retort, 
“the sunlamp is a seasonable product. The peak of the 
selling season is over. I’ll look into it next fall.” 

The alert and progressive wholesaler, on the other 
hand, will study the sunlamp situation and, having done 
so, will quickly see that the sunlamp is perhaps a season- 
able product only so far as the public is concerned. 
Actually, there is not a minute to be lost by him in 
setting up the proper machinery that will grind out the 
greatest number of profit-making sales. To mark time 
until fall would be the rankest extravagance. And why? 

Well, first, there’s the ever-growing public demand 
for artificial sunshine as a supplement to the natural 
sunshine which the public now knows it needs and 
doesn’t get enough of for reasons too numerous to men- 
tion here. That demand, a small snowball in early winter, 
has rolled up to gigantic proportions and knows no limits 
as to its future immensity. 

Second, a sizeable supply of type “S” sunlamps is 
already on tap. For, during the past few months, 20 
leading fixture manufacturers have placed on the market 
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a wide range of inexpensive yet attractive sunlamps for 
every need. As complete assurance to the public and the 
trade that these dual-purpose sunlamps are efficient and 
effective as illuminants and radiators of ultra-violet, 
samples have been submitted to the laboratories of the 
Mazda lamp manufacturers for test and approval. An 
official approval tag fully explains this feature. 

One link alone is missing in the chain indispensable 
to the proper synchronizing of the elaborate sunlamp 
selling machinery already built—indispensable to the 
turning out of sunlamp sales by the carload. That miss- 
ing link, if you please, is the average electrical whole- 
saler and his dealer contacts. 

Commercially speaking, the electrical wholesaler needs 
sunlamps quite as much as ultra-violet needs him. 

Clearly indicating the growing public demand for 
type “S” sunlamps are some 30,000 inquiries received 
by a group of manufacturers participating in a cooper- 
ative type “S” ultra-violet activity over the past six 
months. A great percentage of these inquiries carry the 
following typical question: “I desire to purchase one of 
these lamps. What dealer in my town has them for sale?” 

Other indications pointing to the growing demand are 
(1) sunlight lamp sales by the manufacturers are up 
40 per cent over the previous season; (2) the known 
number of apartment house, hotel, restaurant, school and 
hospital sunlamp installations is 
mounting each day. 

And what is being done with the 
deluge of inquiries received from the 
cooperative sunlamp advertising? 
Three times per week the fresh in- 
quiries are arranged in geographic 
order, are given to the manufacturer 
who passes the names of local hot 
prospects on to his distributor con- 
tacts. The distributor, in turn, passes 
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HOTEL PARIS, NEW YORK CITY 
Along the sides of the swimming pool are 12 ''S-2" lamps mounted six ft. high and four ft. apar 
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Some Typical Installations of 





Sun Lamps 











EDGEWATER APARTMENTS, CLEVELAND 
Where each of the 48 suites are equipped with ‘'S-2"' 
sunlamps in the bathrooms 


MARYLAND GENERAL HOSPITAL, BALTIMORE 


Sunlamp installation in the children’s ward 





RIVERSIDE CASCADES POOL, NEW YORK CITY 
Due to the popularity of this sun tent additional 
banks of sunlamps will be installed on both sides of 
this outdoor pool 
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A portable sunlamp in the living room is used 
many times a day 


The kiddies can wear bathing suits the year 
round when there is a sunlamp in the nursery 





- Every Home 





One of the first sunlamps to be installed ie ff, The busy business man takes his sun 
in the home —_— be placed over the 7 é L bath while he shaves 
shower 




















A portable sunlamp provides light for reading in bed 
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them on to dealer A in Birmingham, Ala., and so on. 

Here, then, is a nucleus of real leads to start with! 
Meantime, the prospect is being bombarded from all 

sides to keep him ultra-violet and sunlamp conscious: 

1. He is bound to see one or more of the 50,000,000 
cooperative advertisements which will have appeared 
this year in the leading consumer and medical maga- 
zines. 

2. In reply to his coupon, he automatically receives the 

illustrated booklet, “Ultra-violet for Everyone.” 

. If he writes a letter, as many folks are doing, (thou- 
sands of letters are received which request the name 
of a dealer who carries these lamps in their local- 
ity) he is given an individual reply. 

4. His name appears among thousands of others on 
duplicate lists that go to all manufacturers. Assum- 
ing that all these manufacturers are on their toes, 
he will receive direct-mail literature from them all. 

5. These names are arranged in geographical order, so 
that the manufacturer can supply the wholesaler, and 
the wholesaler in turn the dealer, with local hot 
prospects. 

6. His doorbell is rung by your dealer’s house-to-house 

salesman as part of a local campaign. 

. He sees the advertising again and again. 

. He hears about it over a national net-work of more 
than 50 key radio stations. 

9. He may hear it some more if he happens to be one 
of the listeners in hundreds of consumer groups 
being “sunlamped” (Kiwanis, Rotary, Electric 
Leagues, etc.) 

Theoretically, he is “hit” nearly 30 times. 

How, then, may the wholesaler properly gear his ac- 
tivities to the new era of dual-purpose lighting? How 
may he gear his affairs to make the most of the demand 
for ultra-violet and to the promotional machinery which 
has thrown wide the doors of a huge new market? 

Having decided upon the make or makes of type “S” 
sunlamp he desires to handle, the electrical wholesaler 
will find it helpful to obtain (from the manufacturer and 
those who serve him with Mazda lamps) the valuable 
literature and powerful promotional ammunition on 
ultra-violet that is available. 

Before carrying his story to the dealer, it is suggested 
that the distributor executive call a special meeting of 
his salesmen; (1) to apprise them of the ultra-violet 
story; (2) to fire them with enthusiasm; (3) to fully 
acquaint them with his sunlamp line; and (4) to instruct 
them regarding selection of sunlamp dealers, approach, 
and to win their full coop- 
eration in promoting sun- 
lamp sales inside and out- 
side of their stores. 
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To start with, it is sug- 
gested that only the most 
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“ot proached. If it is imprac- 

tical to assemble these deal- 
ers at special ultra-violet 

meetings, personal calls by 
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Cooperative national advertising 

resulted in the distribution of 

30,000 of these booklets in six 
months 
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Approved sunlamps of 20 lead- 
ing manufacturers carry this of- 
ficial tag 
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the wholesaler’s salesmen 
should be made. Special 
sunlamp announcement let- 
ters sent to the selected 
dealers previous tothe sales- 
man’s call have proved ef- 
fective as opening wedges. 
Naturally, the salesman 
wants to be armed with all the facts, discounts to dealers, 
a list from the manufacturer of the prospects in dealer 
A or B or C’s locality who have either expressed a desire 
to buy sunlamps or are otherwise interested. 

Between now and autumn it is more essential that 
the dealer be instructed to track down architects and 
prospective home builders than to feature sunlamps in 
his windows. Of course the sooner the dealer identifies 
himself as an active sunlamp seller—by displaying ultra- 
violet fixtures and standards in his store and by talking 
sunshine—the greater will be his share of the harvest 
of sunlamp sales anticipated in the fall. 

So extensive is the sunlamp market and so short the 
time until fall that the trade will scarcely be able to 
interview all of the thousands of apartment house own- 
ers, architects with new apartment houses and homes on 
their drawing boards, night bathing beach operators, rec- 
reation promoters, hospital heads and similar prospects. 

It is imperative that these folks be approached during 
the summer planning stage, at which time sunlamps can 
be drawn into and included in specifications. 

Throughout the country, apartment house owners and 
builders are installing sunlamps in their bathrooms with 
the idea of including the feature along with that of 
electric refrigeration which, they feel, has lost some of 
its novelty. They are fast learning that ultra-violet 
attracts tenants. The following is typical: 

A young couple, with their child in tow, apartment 
hunting, inspected a new apartment on Cleveland’s west 
side early in March. The owner failed to land them 
as tenants. Two days later an aggressive electrical firm 
sold the owner on the idea of equipping his 40 bath- 
rooms with type “S-2” sunlamps. The owner, recalling 
the couple and the child, immediately got in touch with 
them and told them about the advantages of his indoor 
sunshine. The young husband signed a lease with the 
apartment owner that day. 

If you are not already on the ground floor of this 
new field then today is the day to start moving in. 

Today we stand on the threshold of a new era. In 
fact we are already knee-deep into dual-purpose lighting 
—light for vision plus radiation as an aid to health 
maintenance. The fact that artificial ultra-violet now, 
too, successfully challenges natural sunshine; and the 
fact that the equivalent of summer beach sunshine may 
now be had indoors at the flick of a switch; this new 
contribution to electrical progress has captured the 
imagination of the public. 

The electrical wholesaler who elects to mark time and 
to play the role of missing link in this new environ- 
mental picture will soon find himself distanced in the 
race for profits. The alert wholesaler will gear his activi- 
ties to the new order ... NOW! 


S We have submitted one of these Gzrures tc 
the taboratories of the MAZDA lamp manu- 
facturers. It has been tested and approved 
by them for illumination and ultraviolet 
eflectiveness when used with the 

MAZDA Sunlight tamp. 
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Introducing 


MARTIN J. WOLF 


Marketing Advisor, 
Chicago, Illinois. 


ERHAPS we ought first to 
agree on the job that we, 
as wholesalers, are expected 

to do. If we can get together on 
that, discussion of ways and 
means to do the job may be easier. 

Nobody questions the state- 
ment that your or my job as a manager of a business is 
to make NET PROFITS. It is when we get down to the 
definite steps to be taken that we differ. After all there 
are just two kinds of action that affect net profits. These 
are Internal and External. Grouped under “INTERNAL” 
would be: 

ORGANIZATION 
Replace weak personnel. 

Train good men to become better ones. 
Teach “Policies” at every occasion. 
INVESTMENT 
Decrease investment. 
Increase turnover rate. 
EXPENSES 
Constantly revise economies to eliminate waste. 
BUDGETARY CONTROL 
Explaining this as “defining a task in terms of re- 
sults, time and expense rate,” it is clearly to be seen 
what a business tool Budgetary Control can be! 
Under “EXTERNAL” are: 
SALES 
Find new income sources. 
Study and select your customers. 
a. Sell more to old customers. 
b. Sell to new customers. 
c. Reduce Sales Resistances. 
MArGINS 


If you could be the one and 
only source of supply in your 
market, you would make net profits. You could con- 
trol the income and outgo so as to leave a handsome 
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Stop Selling at a Loss 


A\mone the many problems which confront the 
wholesaler, those having to do with his own community 
are often the most difficult of solution. From his experi- 
ences as a manufacturer and as a wholesaler, from his 
activities in both N.E.W.A and R.W.A. and from his pres- 
ent connections as marketing advisor to individual whole- 
salers, Mr. Wolf has acquired the habit of analyzing an 
industry problem from all angles. We are indeed fortunate 
in having him "address" us on a most important community 
problem—Competition 


“Speaking” on— 


Your Competition 
Determines Your Profit 


NET. But you are not the only wholesaler in your area. 
There are others and each feels himself qualified. Each 
is certain that he “belongs.” So your grip on your local 
market is disputed. In the dispute your “net’’ is fre- 
quently washed out. 

Yet your job is to make Net Profits. You may, and 

probably do, control your internal factors. But you 
can’t control your competition. Competitors are not like 
employees. They can, and usually do, about as they 
please. You can’t command. Other tactics must be put 
into action. To obtain the Net Profits that you must 
secure, your biggest job is to influence your competi- 
tion. If you “see” it in that light then let’s discuss how 
“Competition Controls Your Profits.” 
Competition Let’s agree on the meaning of this word 
“competition.” To me it means, “com- 
mon effort for the same business at the same time; 
rivalry ; contest.” To make it a bit more personal, a com- 
petitor is one who tries to get business that you also 
want, or who tries to take from you business that you 
now enjoy. 

By now, everybody accepts the existence of competi- 
tion as something inseparably attached to business get- 
ting. But we would all like to see the rules of the game 
influenced toward the end that one can retain some part. 
however small, of his Gross Profit. 


Right Viewpoint Much as we would all like to have 

certain restrictive actions written into 
the rules of the game and enforced, Sherman and Clay- 
ton Acts say “No.” The farmer, labor unions, and even 
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services like laundry, rug cleaning, doctors and dentists 
have much more leeway than have wholesalers. Under 
certain conditions, even electrical contractors have fewer 
restrictions than have wholesalers or manufacturers. 
National trade associations can, and do, perform cer- 
tain services. They gather information; they classify it; 
they distribute it. They act as a national vehicle to 
represent and frequently are a “voice” for an industry. 
Their meetings are a gathering place at which to make 
contacts that aid negotiations all during the year. But 
they are unwieldy for the handling of local problems. 
Those responsible for any national association, having 
in mind the very definite lines of demarkation between 
matters of moment that may be 
fully discussed, and the matters 


tors very much worried. When he was finally brought 
to earth it was found that his total overhead, including 
cost of merchandise, was 115 per cent of his sales. He 
offered a settlement, that strongly suggested that at no 
time had he ever expected to pay full price for his 
merchandise! His own sales in the two years of 115 
per cent operation may have been within $500,000. But he 
wrecked the profits on at least $5,000,000 worth of sales 
in his local market. That is the pity of it all. What 
such a competitor can’t enjoy he spoils! Surely there 
can be no doubt in your mind that competition controls 
your profits? If you agree with this viewpoint, then 
let’s examine our “competition.” Let’s begin to stir our- 

selves toward the end that our 

competitors are not going to 





be uninformed as to conditions 





of moment which are outside 





the “pale,” are unwilling to per- 
mit their national body to spon- 
sor, or to be involved in, re- 
mote local discussions and ac- 
tions. “Heat” rather than legal 
enlightenment may be the view- 
point existing locally. Few na- 
tional organizations can or do 
operate effectively in a local or 
territorial sense. Their caution 
is essential. In the past 30 
years, trade association history 
is full of tragedies primarily 
due to lack of sound guiding on 
local issues. 


The executive committee of the N.E.W.A.., 
at a meeting held in New York on April 15, 
adopted a recommendation urging every 
wholesaler to ally himself with his local 
wholesaler group or association. 


Thus the National Association officially 
endorses the handling of local problems by 
local groups. Before he can successfully par- 
ticipate in local group activities, however, 
Mr. Wolf points -out that each wholesaler 
must first put his own house in order. 


actually existing, the truth 
about buyers’ statements; the 
truth about what our salesmen 
say and do; the truth as to 
why certain orders are placed 
at market prices; the truth as 
to the actual size of orders or 
actual buying power of an ac- 
count, in fact TRUTH IN EVERY 
FORM THAT CAN AFFECT THE 
THINKING AND THEREFORE 
THE ACTIONS OF COMPETITORS ! 

Remember that efficiency is 
TRUTH IN ACTION! 

Unless you recognize the 





Inability to handle local prob- 


need for, and imbue yourself 








lems by national bodies doesn’t 
alter the fact that local problems 
exist, need treatment and must 
be worked out somehow. If 
every man in business is left to 
his own devices, with no contact 
with others engaged in the same 
business, he receives nearly all 
of his knowledge of industry 
conditions from those who sell 
him or to whom he is anxious 
to sell. Either or both may be 
100 per cent. But the odds 
favor each being prejudiced. As 
educators each group needs re- 
enforcing. Ethics in an indus- 
try seem to run in cycles; as does prosperity. In good 
times both manufacturer and buyer are more tolerant. 
Each is willing to give more, because there is no gnawing 
fear that in the giving his own well-being may be under- 
mined. In times like these, when few are operating at 
anything like normal, there is little tolerance, little 
“give.” The emphasis is upon “take.” In such a period, 
one wonders if commercial ethics in an industry are 
above economics. 

Through it all one fact seems to be emphasized. And 
that is, that factors beyond our own control are the more 
potent in our profit-getting. Or THESE OUTSIDE FACTORS, 
OUR “COMPETITION” IS THE SPEARHEAD! This lack of 
control is evidenced by what our competitors do, say and 
stand for. I know of a wholesaler who for nearly two 
years was low on every nice piece of business. He had 
even the wisest and most level-headed of his competi- 
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with the desire to go out of 

your way (not once but often 
and continuously), to get the truth over to your com- 
petitor, you can’t hope to influence him. Only by con- 
tinuous, never-flagging effort can you convince your 
competitor of your sincerity of purpose. Each competi- 
tor must know you and your actions so well that he will 
rely upon his belief and knowledge of you and your 
actions rather than upon “hear-say.” If you sincerely 
adopt and unwaveringly apply all this then it seems to 
me that your viewpoint is RIGHT! 


Right Relationships If your viewpoint is right, you can 

bring about RIGHT RELATIONSHIPS. 
Primarily right relationships can be built only when 
you extend to others the respect that is due to func- 
tion and sympathize with their viewpoints. Let me 
repeat, that to bring about right relationships, you 
must sympathize with, and respect others’ points of 
view. 

Do you doubt that? Let me ask you: Can you drive 
competitors? Can you coerce them? Can you “buy” 
them? Can you “pull” them? Can you “push” them? 

Of course not! Competitors will do only what they 
want to do. And if you ever hope to get them to operate 
constructively you must implant in their heads and hearts 
A STRONG DESIRE TO DO WHAT THEY OUGHT TO DO. Co- 
operative habits are not gained overnight. It takes time. 
Sales courage is rare, yet it can be developed. But to 
develop sales courage it takes fellowship of the truest 
kind. A few years ago a certain wholesaler had a 
“head-ache” over his local conditions. I met him at a 
convention. He was in a depressed (Turn to page 66) 
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Introducing 


H. J. MAUGER 


Of the NEMA Range Committee 
and Assistant to the President, Edison 
General Electric Appliance Company 


OU have read or heard a The 
V ee deal about the Indus- 

try Range Plan. Even lead- 
ing business papers have discussed 
it. The imagination of the indus- 
try has been stirred at the prospect 
of amarket for $500,000,000 being 
created through the saleof 1,000,- 
000 ranges. There is something of a thrill in seeing a 
movement inaugurated to solicit and secure the coopera- 
tion of the entire electrical industry,—a movement to 
modernize American cookery and make it electric. 

No doubt wholesalers have wondered where they fit 
into this program; and it is, therefore, a welcomed 
opportunity for me to discuss it with you. From our 
first conception of this industry-wide campaign a year 
ago we contemplated the active participation of the elec- 
trical wholesalers. The plan for an industry-wide coop- 
erative movement including the other manufacturers of 
NEMA, as well as the range manufacturers, and also 
the other branches of the industry, including the elec- 
trical wholesalers and the electragists, was presented at 
Hot Springs, Va., last May and was first developed as a 
regular NEMA project with the moral assurance that 
NELA would cooperate. 

While the plan seems to emphasize a three year ac- 
tivity, because of a definite campaign set up for that 
period, it really is aimed at gearing up range sales to 
the high level of 500,000 per year. It is expected that 
there will be a healthy annual increase in this business 
thereafter. We are not talking, then, merely about a 
three year market being created, but an annual market 
thereafter of at least $250,000,000 through the public 
adoption of electric cookery. 

The first year quota of 225,000 ranges is modest and 
is scheduled to step up as the campaign develops to 
325,000 the second year and 500,000 its third year, 
The first year will date from the actual completion of 
plans and the starting of field activity. 

The $500,000,000 new market we are talking about 
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An extemporaneous speech delivered from the floor of 
the NEMA Convention at Hot Springs last May resulted 
in immediate plans for an industry range campaign sup- 
ported by all electrical manufacturers. H. J. Mauger, 
whose enthusiasm and sincerity thus brought an immediate 
response from his fellow manufacturers, may rightly be 
called the “father of this industry-wide campaign. No 
one is better qualified to discuss the wholesaler's part in 
this important new sales activity 


His Subject is 


Wholesaler's Part 


in the Range Plan 


results from the sale and installation of this quota of 
1,050,000 electric ranges. The utilities will benefit in 
current sold to the extent of $90 per range. The elec- 
trical manufacturers will benefit not only through house 
wiring materials, but through the sale of meters, trans- 
formers, line material, substation and generating equip- 
ment, to the extent of $117 per range. 

The electrical wholesalers are vitally interested in this 
campaign from the standpoint of wiring supplies. Some 
of the wholesalers will also be acting as range distribu- 
tors. 

Dealing with the first phase, it is conservatively esti- 
mated that each range installed will create a market for 
$20 worth of wiring and wiring supplies at wholesale 
prices. This makes a total three year market of $20,000,- 
000 in the three year period, and should result in an 
annual market thereafter of $10,000,000 and upwards, 
depending on the rate of growth. 


HE electrical wholesaler, of course, is interested also 

in the prosperity of his customers, the electrical con- 
tractors, who will have a wiring market of $50,000,000 
due to the sale of these million ranges. This is on the 
basis of an installation cost of $50 per range. 

We believe in connection with this new movement that 
there will be a new impetus towards electrifying the 
home with a focus on the kitchen,—to modernize and 
electrify that. Programs are already under way to ac- 
complish this. One manufacturer is promoting the all- 
electric kitchen; while another is going a step further 
with a plan to modernize the kitchen and make it a 
complete ensemble, including the arrangement, furniture, 
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and equipment, all designed to form a harmony of utility 
and interior decoration. 

The Industry Campaign, as sponsored jointly by 
NEMA and NELA, will function through the machin- 
ery of the National Electric Cookery Council set up 
much after the order of the Refrigeration Bureau, but 
including a wider industry representation. Preston S. 
Arkwright, president of the Georgia Power Co., and 
former president of NELA, is general chairman of this 
Council as well as the chairman of the Joint NEMA- 
NELA Executive Committee. His keen, energetic lead- 
ership, with contagious enthusiasm for electric cookery, 
spells success. 

In the National Council there 


campaign, national and local. In addition to this, the 
range manufacturers are selling their product advertis- 
ing program for the expenditure during that period of 
at least $8,400,000 nationally and locally. 

The plan then contemplates a grand total of over 
$12,000,000 for both cooperative and product advertis- 
ing. 

How much of this $8,400,000 product advertising will 
be spent nationally and how much locally will be up to 
each individual manufacturer, or how the expenditure 
will be divided between the manufacturer and the re- 
tailer. But the consensus seems to be that the manu- 

facturer should spend one 
fourth of this amount, or $2,- 





will be a number of sponsors— 





000,000 in national advertis- 





leading men from the central sta- 
tion industry, NEMA, the elec- 
trical wholesalers, and other 
branches of the industry. 

Regional directors for each 
NELA geographical division 
have been appointed. They in 
turn are appointing sponsors for 
each utility. There will be a staff 
set up in NELA Headquarters 
with a field manager to direct the 
field activity and to assist in the 
formation of local electric cook- 
ery councils. The Cookery Coun- 
cil will have at its disposal the 
funds subscribed first by the 
Electric Range Section of 
NEMA, and second by the other 
manufacturers of NEMA, who 
will indirectly benefit from this 
activity ;—the manufacturers of 
not only wiring materials and 
supplies, but of transformers, 
meters, generators, and other 
central station equipment. 

The National Council will 


tive campaigns. 


cookery. 


$4.55 per range. 


Local Electric Cookery Councils will unite 
utility, distributor, dealer, supply wholesaler 
and electrical contractor in local coopera- 


Every man and woman in the electrical 
industry must become "sold" on electric 


An adequate margin of profit must be 
provided for distributor and dealer. 


Heretofore utilities have accounted for 
95 per cent of the ranges sold. Eventually’ 
dealers will account for 75 per cent and 
utilities only 25 per cent. 


Where range rates are available the 
average monthly bill for current is only 


ing, and also pay for one third 
of the local product advertis- 


A grand total of 12 million dollars will be ing. 
spent for advertising during the campaign. 


Obviously the retail price 
and discount structure will 
have to provide for the bal- 
ance which the distributors 
and dealers are expected to 
spend to make up the $8,- 
400,000. 

The real work of the In- 
dustry Range Program will be 
carried on largely through the 
local Electric Cookery Coun- 
cils which are to be set up in 
all the principal cities. The lo- 
cal council will unite utility, 
distributor, dealer, supply 
wholesaler and electrical con- 
tractor in a local cooperative 
campaign which will include 
public demonstrations of elec- 
tric cookery and other general 
promotion. It will naturally 
assist in the working out of 
financing plans, standard wir- 





sponsor a cooperative educational 


ing installations and installa- 








campaign in the national maga- 
zines to promote the idea of elec- 
tric cookery. It will develop sales promotion plans and 
materials as well as stimulate and assist in the formation 
of local councils. The Plan calls for contributions from 
the manufacturers amounting to a total of $1,500,000 in 
three years, beginning with $337,000 the first year, for 
this national advertising and sales promotion. 

Then there will be local cooperative educational adver- 
tising provided by the participating central stations and 
by other local interests. Based on the experience of 
refrigeration advertising, the interested utilities will 
spend locally five or six times the amount of 
money spent nationally. This is purely co- 
)perative educational advertising and not 
product advertising. To be conservative, and 
allowing for those metropolitan areas where 
we have combination gas and electric com- 
panies and where the utility will not be will- 
ing to participate, the plan contemplates a 
minimum grand total of $2,100,000, contrib- 
uted by local utilities in the three year period. 
‘his makes $3,600,000 for the cooperative 
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tion charges. It will coordi- 

nate activities and intelligently 
promote electric cookery. One of its very important 
functions will be to sell the electric cookery idea to the 
personnel of the electrical fraternity. Electric cookery, 
like charity, should begin at home. 

One of the aims of this industry plan is to multiply 
retail outlets and man power, thus exerting maximum 
sales pressure on the public. In the past, 95 per cent of 
range promotion has been done by the utilities, but they 
cannot do this industry job alone, nor do they want to. 
They need to add to their own sales pressure all the 
intelligent and enthusiastic selling force they 
can get. We hope that eventually 75 per cent 
of range sales will be made by dealers and 
believe the main volume will come from spe- 
cialty dealers. It cannot be too strongly 
emphasized that ranges can be sold in volume 
only by intensive, specialized, expert mer- 
chandising. This will hold true for some 
years to come. 

It is fundamental therefore that there 
must be sufficient profits (Turn to page 70) 
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Introducing 


DAVID R. OSBORNE 


Sales Training Director, Studebaker 
Sales Corporation of America 


THe next "speaker" on our convention program is al- 
ready well known to the readers of "Electrical Wholesal- 
His success in the training of salesmen is due 
in large measure to the fact that his methods have been 
developed from practical experiences in the field. Mr. Os- 
borne recognizes that one of the wholesaler's most vital 
problems is the intelligent selection of retail outlets. He 
has found that to properly size up a dealer four essential 
factors must be considered 


He Answers the Question 


Where Can Good 


product, in the policies of the 

manufacturer and wholesaler, 
and in the possibilities for profit 
(without which beliefs he should 
be in some other job) the sales- 
man who is satisfied with any- 
thing less than the best type of dealer representation 
throughout his territory is doing an injustice to all con- 
cerned. 

But what is meant by “best type”? Setting up a sim- 
ple, common-sense yardstick to answer this question is 
an obligation of the manufacturer, the wholesaler and 
their field representatives. 

Failure to give it the consideration it deserves has 
been responsible for the failure of many a retail outlet. 

All too often the salesman has yielded to the tempta- 
tion to think only in terms of the capital which the 
prospective dealer can put into the business, or in the 
case of the smaller items the will- 


|: he believes sincerely in his 


Dealers Be Found? 


cations for judging any prospective dealer, the next job 
is to lay out a definite plan for combing the community 
to find the man or the firm which best measures up to 
that standard. 

Naturally the selection will vary in proportion to the 
wide variety of products in the electrical field and the 
consequent diversity of merchandising methods required. 
Sometimes the need will be for neighborhood retailers 
like hardware stores, small electric shops and so forth. 
At other times the requirement will be for a merchant 
who will devote all of his energies to one or two 
major appliances. In either case the inexperienced 

wholesale representative—and some- 











ingness of an established dealer 
to buy an initial stock of the 
salesman’s merchandise. 

But, important as they are, 
capital and willingness to make 
the necessary investment are not 
enough, 

In setting up any intelligent 
yardstick for “measuring” the 
prospective new retail outlet it is 
first necessary to remember that 
the two principal things at which 
we are aiming are the permanence 
and profitableness of the alliance. 

With this in mind, four specifi- 
cations are given on the opposite 
page. Aren’t these the essential 
factors you will want to keep in 
mind in sizing up a dealer? 


tered? 


What have your experiences 
been thus far in adapting Mr. 
Osborne's principles, as set forth 
in this series of articles, to your 


individual problems? What diffi- 


culties, if any, have you encoun- 


What particular problems are 
you meeting this year which you 
would especially like to have dis- 
cussed in succeeding articles? 


Mr. Osborne is very much inter- 
ested in your own experiences and 
problems. Write him in care of 
"Electrical Wholesaling" 


times the man of long experience— 
is liable to suffer from a feeling of 
helplessness that comes close to 
panic, unless he has a definite plan 
of campaign in his mind when he 
tackles the job of finding suitable 
representation. 

The special field representative of 
one of the larger radio manufactur- 
ers owes his success to such a plan, 
and the outline which he uses as a 
reminder has such a general appli- 
cation that it may well serve as a 
guide for any salesman who is faced 
with problems of this sort—bearing 
in mind the four attributes already 
referred to as a measure of the 
human qualities required. This plan 
consists simply of setting out to find 
the answers tothree simple questions. 





With these four basic specifi- 
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1. Who in this city (or town or trading center) al- 
ready knows well the business of retailing my product? 

Obviously, this will lead first into an investigation of 
the dealers already established and conducting a going 
and profitable business—either in the salesman’s own 
immediate field, or in one closely related—as electrical 
refrigerators and radio. 

(A salesman for a wholesaler handling a variety of 
small items of electrical merchandise, and also the sales- 
man for the distributor of a specialty should, of course, 
take for granted the established electric store, depart- 
ment store and similar outlets if it is the policy to sell 
through channels where several competing specialties 
may be handled.) 

Salesmen for many of the 


chandising your product is among the higher grade em- 
ployes of established dealers—maybe it’s a sales manager 
of proved ability; or maybe an accountant who has 
helped to keep expenses under control. Better still, it 
may be a combination of these two. 

lf they don’t already have it such men are often able 
to get capital—which leads to the second of the ques- 
tions which may point to the dealer you want: 

2. Who in this community has money to invest? 

Nearly always securing a satisfactory dealer in answer 
to this question depends on finding the right type of 
experienced assistants. 

It may be that the man with money wants to put his 

son in business, but if so, part 





of the wholesale representa- 








household electrical specialties— 
the more expensive, exclusive- 
representation type of merchan- 
dise—have, however, often passed 
up a chance to get the one best 
representative for their products 
because they acted on the dan- 
gerous assumption that the dealer 
was tied up too closely with a 
competing product to consider 
changing—or, in some cases, add- 
ing another line. Isn’t it safer 
to assume that the best merchant 
in the city will change if given 
good and sufficient reasons. It 3 


saler's product. 


A YARDSTICK FOR MEASURING THE 
PERMANENCE AND PROFITABLENESS 
OF A RETAIL OUTLET 


1. The dealer's merchandising ability, his 
skill as a salesman and sales manager, 
his keenness in developing to the utmost 
the local sales possibilities for the whole- 


2. His standing in the community, his repu- 
tation for fairness, the likelihood of his 
adding to public confidence in the 
wholesaler's product. 


His ability to make money from his op- 


tive’s responsibility is to help 
get together such an organiza- 
tion that the business will be 
conducted profitably, and not 
as a plaything. 

One salesman for a new line 
of electric refrigerators has 
had good results from looking 
up well-to-do electrical con- 
tractors as the source of capi- 
tal for associates who know 
the merchandising of electrical 
specialties. 

Another has made it a rule 
to look up the owners of well- 


is the salesman’s responsibility, erations, his knowledge of expense con- located real estate that is 
of course, to be able to make trol and at least the fundamentals of either idle or unprofitably em- 
those reasons clear. finance as they affect his business. ployed. 

Next to the live dealers already 4. Sufficient capital to enable him to not In several cities he has been 


doing business locally, the answer 
to this first question is most 
likely to lead to a dealer now 
doing business in a smaller town, 
but who is looking for bigger 
worlds to conquer. 


only buy an adequate stock of the sales- 
man's product, but to enable him to 
carry his business in an aggressive way, 
and to carry on in the face of any tem- 
porary set-backs he may meet. 


able to bring together good 
merchants who lacked capital 
with these owners of real es- 
tate who needed tenants. 

The third question asked by 
the wholesale representative 











In many a small town a dealer 
is demonstrating ability beyond 
that required for the business he has available. At the 
same time there may be no representative in a nearby 
city with two, 10 or 20 times the profit potentiali- 
ties of the smaller town. It may be that bringing the 
two together is the best solution. 


NOTHER answer to this question may be a former 
dealer. Many an excellent ex-dealer in electrical 
products, a successful business man who has either 
retired or has gone into other business, is ready to give 
serious consideration to re-entering a business which is 
just beginning to show what can be accom- 
plished by aggressive merchandising methods. 
Some are thinking of coming back with 
the idea of recouping recent financial losses— 
in other fields than electrical merchandising. 
Others see in the present low cost of leases 


Electtical 


referred to is: 

3. What good merchant, 
not now handling electrical merchandise, might be 
induced to enter this business? 

To date he has recruited good retail outlets from the 
ranks of shoe dealers, grocers, druggists and neighbor- 
hood department stores. 

In some cases these new dealers had been attracted to 
electrical specialties because of the encroachments of 
chain stores in their own fields. 

In other cases they wished to get into a business where 
their success didn’t have to depend so much on waiting 
for people to come to the store—where they had a 
chance to employ creative selling and didn’t 
have to depend on “clerking.”’ 

Some of the dealers who have been secured 
from this source have continued in their orig- 
inal lines of business, building up the radio 


W Zee =r «electric refrigerator or other electrical 
and other overhead costs, together with the holesalu \gS business as a new department entirely sepa- 


accumulation of business due to deferred buy- 
ing, a chance to get back into the business on 
the ground floor. 


dealers who already know the business of mer- 
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related lines have found it possible to add 
Still another place to look for prospective Convention electrical specialties. There are plenty of 





rate from their other lines. 
In other instances merchants handling un- 


dealers in 


(Turn to page 67) 
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Introducing 


E. T. ROWLAND 


Editor, "Electrical Wholesaling" 


discussed the wholesaler’s 

relations with his competi- 
tors and with the other branches 
of the electrical industry. There 
remains to be discussed, however, 
the wholesaler’s relations with 
himself. 

Just what are problems of the 
individual wholesaler? His ob- 
jective, we will all admit, is to 
secure for himself net profit. To 
attain this objective he has just 
three tools with which to work. 
These are (1) the commodities 
which he purchases from manu- 
facturers, (2) the customers to 
whom he sells these commodities 
and (3) his own organization 
which performs the actual opera- 
tions of warehousing, selling and 
collecting. The net profit which each wholesaler secures 
for himself must be in direct ratio to his skill in the 
use of these three working tools. 

There is one important fact on which any discussion 
of the use of these tools must be based. It is that all 
customers are not profitable, all items in your line are 
not profitable, and all of your facilities for handling and 
serving customers are not profitable. This is recognized 
as a merchandising fact. 

Much has been accomplished, especially in the past 
few months, in eliminating waste and effecting operating 
economies within the wholesaler’s own organization. The 
“weak sisters” have been dropped from both his inside 
and outside forces, lost time has been eliminated by re- 
assigning office and warehouse duties, service charges 
have been put into effect and cost of deliveries reduced. 
Further progress along these lines can and must be made 
in the months to come. As conditions vary widely be- 
tween individual establishments, methods which are prac- 


p REVIOUS “speakers” have 
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No problem is of greater concern to the electrical whole- 
saler in this period of "inverse prosperity" than the deter- 
mination of those commodities and customers which yield 
profits and those which result in losses. 
assist its readers in solving this problem, "Electrical 
Wholesaling" has developed two analysis sheets, one for 
commodities and the other for customers. 
described in the final "address" of this convention 





In an effort to 


Their use is 


“Speaking” on 


Analyzing Your 
Business For Profit 


tical in one house may not work out in another. This 
paper, therefore, will not attempt to discuss organization 
details, but will devote itself to the other tools of the 
wholesaler—his lines and his customers. 





Selection of Profitable Customers According to Do- 
mestic Commerce, a 
group of Harrisburg, Pa., wholesalers representing 
various lines of trade are studying practical methods for 
distinguishing between profitable and unprofitable cus- 
tomers and for avoiding losses from uncollectable ac- 
counts. In one case it was reported that customer anal- 
ysis and selection was responsible for an increase in 
profits of 18 per cent in two years. Concentration upon 
the firm’s profitable customers reduced the number of 
salesmen’s daily calls from 18 to seven while the amount 
of the average order rose from $18 to $45. The sales- 
men’s time released by dropping unprofitable calls is 
now spent helping the customers of the wholesaler to do 
a better merchandising job on his products. 

How can the individual wholesaler go about the analy- 
sis of the several hundred accounts on his books to de- 
termine which ones are profitable? The method of 
distribution cost accounting developed by the Depart- 
ment of Commerce and described in recent issues of 
ELECTRICAL WHOLESALING requires a large amount of 
clerical work to properly segregate the various items of 
cost. While it gives unusually accurate results the ex- 
pense involved is considerable and many wholesalers, 
especially those operating smaller houses, can hardly af- 
ford to undertake such a complete study of their own 
business. 
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Is there a more simple method which will give the 
wholesaler an approximate measure of the relative prof- 
itableness of his accounts, a method which is practical 
because it does not require complicated calculations by 
an experienced cost accountant? 

Obviously there is a need for such a method. The 
Customer Analysis Sheet shown on this page has been 
prepared in an effort to meet this need. It is suggested 
that one member of the wholesaler’s organization be as- 
signed the task of filling out one of these sheets for 
each customer. By taking only a small amount of time 
from his regular work each day a few accounts could be 
passed upon each week. While the task of eliminating 
unprofitable accounts would thus be spread over several 
months no extra expense would be involved and results 
would begin almost immediately. 

This analysis sheet presupposes that the wholesaler 
has been in the habit of costing each sales ticket and that 
he has modern accounting equipment which will enable 
him to easily and quickly obtain from these tickets the 
totals called for on the sheet. 

When completely filled out, this sheet gives a compre- 
hensive picture of the individual account. All of the im- 
portant factors which have to do with the cost of han- 
dling each account are included. Delivery and salesman’s 
transportation expenses are indicated on a mileage basis 
pro-rated among all customers served on the same trip. 

Without going into an 


ables the wholesaler to form a definite opinion of the 
more important factors which affect his profits. 

Sales and delivery expenses are omitted as these costs 
are affected more by the character of the customer than 
the type of commodity. After rating the manufacturer 
and determining sales, returns and gross profits by total- 
ling sales tickets, this analysis sheet presents a picture 
of warehousing and handling expense. 

Most wholesalers, we believe, make an effort to reduce 
their inventories at the end of their fiscal year. Thus 
the figure used in preparing their annual statement does 
not give a true picture of the average inventory main- 
tained throughout the year. It is suggested, therefore, 
that the average inventory be estimated as closely as pos- 
sible and that this figure be used in this study. 

It should require but a few moments to determine the 
amount of floor space required by each commodity. A 
single calculation will then determine the gross profit per 
square foot. Each commodity is a boarder in your ware- 
house. When this figure is determined for all lines it 
will show at a glance which lines are the star boarders 
and which are the objects of charity as far as paying 
their room rent is concerned. 

To accurately determine the cost of handling each 
commodity in and out of the warehouse would require 
a series of time studies made with a stop watch. How- 
ever, by having the warehouse force, in an off-peak 
period, take a reel of 
cable, a coil of wire, a 





bundle of pipe, a case 
of wiring devices, etc., 
and move each one 





from the receiving 





room to the proper 











involved cost study this 
analysis sheet enables the © CUSTOMER'S ANALYSIS SHEET ¢ 
wholesaler executive to de- 
cide whether or not past ~— 
experience has _ indicated ; 
. Class of Business 
that the account is worth- 
while. Then, by estimating cassie 
the possibilities of the ac- Gross Purchases Returns and dh Net Purch 
count for further develop- ica acnsiin eiaimiinidiiin 


ment, he can form a defi- 
nite opinion as to the 
amount of sales effort, if 
any, which he is justified in 
expending on this particu- 
lar customer. 

It may require several 
months to complete this 
analysis for every custom- 
er, assuming it is made a 
part time job for one of the 
present members of the in- 
side force. As conditions 





Number of Orders Received Size of Average Order 





Gross Profit on Average Order 





Number of Deliveries *Mileage per Delivery 


Total Truck Mileage 





Number of Salesman's Calls *Mileage per Call 





Sales Expense @ per Call 





Salesman's Transportation @ 








Estimated Potential Sales to this Account 


*Group customers into zones and divide total mileage 
per zone-trip by number of deliveries or calls per trip. 


storage place in the 
warehouse and back 
to the shipping room 
while someone holds a 
watch the number of 
man-minutes required 
to handle the average 
case, carton, reel or 
coil, should be deter- 
mined in less than an 
hour. Knowing the 
average unit of sale 
of each commodity, 
the line second from 
the bottom on the 
chart can then be 





change rapidly, especially 
in times like the present, it 
is suggested that this study 
be made a continuous one, going back to the start of the 
customer list as soon as the sheet for the last name on 
the list has been completed. 


Analysis of Lines Handled How can the wholesaler ob- 

tain a similar picture of the 
esirability of the lines he is now handling from the 
standpoint of profit? On the following pages are shown 
‘wo commodity analysis sheets, one for supplies and 
equipment and the other for appliances and specialties. 
“he left hand column is the same on both charts. Without 
‘volving a burdensome amount of clerical effort it en- 
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filled in. 

From the total gross 
profit, turnover, gross 
profit per square foot and handling time, and from the 
rating accorded the manufacturer, it is possible to form 
a definite opinion of the relative profitableness of each 
principal commodity line. 


Selecting New Lines Are you now handling the right 

lines? These commodity analysis 
sheets will help you answer this question. Live manu- 
facturers are now revamping their lists of distributors. 
Today they are approachable—as never before. Live 
wholesalers with a successful record as merchandisers 
thus have an opportunity (Turn to page 68) 
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WHOLESALI 


Formerly Gre Jobber’ Salesm 


E. T. ROWLAND, Editor 





We Believe That— 


Wholesalers and Distributors Should 


1. Economize:—by maintaining strict credit policies, 
adopting budgetary control and eliminating from 
their operations all wasteful practices. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 


4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


The Spring 
Convention 
HE Executive Committee of the N.E.W.A. dis- 
played excellent judgment in cancelling the spring 
meeting of that Association which was to have been 
held at Hot Springs in May. Preliminary registrations 
indicated that many wholesalers felt the expense of 


time and money involved to be out of line with their 
own programs of economy. 

It is in periods of stress, however, that industry 
problems become most acute and that the need for their 
discussion is greatest. Hence, ELEcTRICAL WHOLE- 
SALING is devoting this issue to those messages which 
ordinarily would be delivered at Hot Springs, and to a 
pictorial exhibit of new sales opportunities which, we 
trust, will be of practical assistance to individual whole- 
salers in strengthening their own positions through the 
addition or substitution of lines. 

The cooperation and support of Messrs. Clark and 
Tolles of the N.E.W.A., the other “speakers” on the 
program of this Spring Convention and of the exhibit- 
ing manufacturers has made possible this unique issue 
of our publication. On behalf of our readers we say 
to these men, one and all, “Thank You.” 


Salesmen 


That Sell 


N his convention “address” Mr. Cullinan states that 

the electrical wholesaler of today has a “hard hitting 
sales organization which can take a manufacturer’s 
product and not only do an efficient warehousing and 
credit job, but also do an efficient job of selling and 
promoting.” 

Daily, on all sides, we see new evidences of this evo- 
lution which has taken place among the salesmen of 
electrical wholesalers, an evolution which is still in 
progress. Where the “jobber’s” salesman of the past 
sold only good will and the warehousing and credit 
service of his house the modern “wholesaler’s” sales- 
man, in addition, is actually doing a creative selling job. 

He is aggressively seeking new outlets for his prod- 
ucts. He is effectively helping his existing customers 
to increase their sales. He is vitally concerned with the 
movement of his goods out from his dealer’s stocks. 
He sees to it that these dealers properly trim their 
windows, that they utilize his manufacturers’ sales 
helps and follow through on his manufacturers’ sales 
plans. In the case of industrial plants he studies his 
customers’ products and suggests improvements in the 
electrical items used on them. 

No longer is the wholesaler dependant upon new 
building construction for the lion’s share of his volume. 
In one middle-western city, for example, the value of 
electrical permits for the first quarter of this year was 
80 per cent less than for the same period of 1931. And 
yet net sales of electrical wholesalers in the seventh 
federal reserve (Chicago) district were reported as 
only 40 per cent below last year for these three months. 
Were it not for his modern selling organization the 
wholesaler’s volume would have declined in about the 
same proportion as electrical permits. 
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Thus, this new type of salesman, by agressively sell- 
ing appliances and specialties, by pushing lighting, ven- 
tilating and other equipment lines and by urging re- 
wiring and modernization has demonstrated his ability 
to create new business and he has done this under most 
adverse conditions. 

Called upon to face an entirely new situation he has 
done so with remarkable results, thus again living up 
to his reputation as “the most important man in the 
industry.” 


Exclusive 
Specialization 
E have noticed a tendency on the part of some 
wholesalers to concentrate practically their entire 
selling efforts on a single product for a certain definite 
period of time. 

For a wholesaler to capitalize on the popular demand 
for a certain product at a certain season of the year 
is undoubtedly good business. But when he capitalizes 
to such an extent that he neglects his other lines, lines 
on which he must depend for a considerable portion of 
both his annual volume and his annual profits, is it not 
a case of becoming “penny wise and pound foolish?” 

In those weeks that the wholesaler is devoting to a 
single product his dealers are not selling that product 
alone. They are also making sales on other lines and 
placing orders with some distributor for these other 
commodities. Is it not logical that the wholesaler who 
practices such exclusive specialization will, because of 
this practice, lose orders to those of his competitors 
who are pushing the lines he is neglecting ? 

Furthermore, in taking on any manufacturer’s line 
the wholesaler accepts certain definite responsibilities. 
One of the most important of these is to consistently 
devote sales effort to the line. A manufacturer who 
fails to receive such consistent sales effort in any ter- 
ritory can hardly be blamed for seeking a new distribu- 
tor even if he has to go outside of the strictly electrical 
field to find him. 


Local 
Leadership 


HOSE attending the convention held in this issue 

of ELectrIcCAL WHOLESALING will be impressed by 
the rapidly increasing realization of the need for local 
wholesaler associations. 


Problems of unethical competition and of cooperative 
relations with local utilities, dealers and contractors can 
only be solved by coordinated action on the part of the 
wholesalers themselves. In several cities such associa- 
tions are already functioning. Methods of organiza- 
tion and operation vary in accordance with local char- 
acteristics, 

The success of these local associations depends to a 
very large extent on the type and character of their 
leadership. Especially in the larger trading areas, 
where the problem of unethical competition is most 
acute, it is extremely difficult for a man who, himself, 
is actively engaged in a wholesaling business to prop- 
erly function as the leader of an association composed 
of his local competitors. 

In both Detroit and Chicago the man who heads the 
local wholesaler group is not an active wholesaler. In 
each case, however, he is an ex-wholesaler who is thor- 
oughly conversant with local conditions. Individual 
wholesalers come to these men with grievances or sug- 
gestions which they would hesitate to take up directly 
with a competitor. And, in many cases, these men can 
secure results through their individual efforts and with- 
out group action. No formal organization is required 
as the group head is retained as an adviser or counselor 
by each wholesaler individually. 

The experiences of these two cities commend this 
plan to wholesalers in other trading areas who are con- 
templating the formation of local groups. 


Hopeful 
Signs 
DDRESSING the recent R. M. A. convention in 
Chicago, Merle Thorpe, editor of Nation’s Busi- 
ness told his audience that two hopeful signs have al- 
ready appeared on the business horizon. 

“One is,” he said, “that in the two and one-half mil- 
lion small businesses we find re-adjustment, elimina- 
tion of waste, new models, new selling plans and from 
these businesses at the cross roads will come recovery 
as has been the case in every other depression. 

“In the second place, those pessimists and cynics who 
profess to believe that we shall never return to pros- 
perous times are not taking into account the American 
urge for better things. There is no man nor woman in 
the country who is ready to go back to a 20 or 30 per 
cent lower standard of living. Conversely, every man 
and woman has the ambition to a higher and higher 
standard. Sooner or later this composite impulse must 
assert itself, because it is too powerful to be checked 
long by the unreasoning fear which prevails today.” 

It is on such statements, made by men who have 
their ears to the ground, that we must re-build our con- 
fidence in the American business structure. 
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1931 Sales of 









Electrical Wholesalers 


New standard commodity classification has been used to 
report sales of electrical supply wholesalers by commodity 
lines. Fans alone show increase over previous year. Report 
does not include specialty distributors 


1931 Sales in Bold Face. 1930 Sales in Light Face. 





A—CONSTRUCTION AND MAINTENANCE MATE- Telephone and Signal gg oon Annunciators, 


RIALS (SUPPLIES) 


Conduit: Rigid “‘Condait, Elbows and iitianes 
Flexible Conduit; Metallic and Nonmetallic: 
Surface Metal Raceways; Concealed Ducts and 
Raceways. 


Conduit Fittings, Boxes, Accessories: Conduit 
Bodies: Boxes and Covers; Outlet, Switch, 
Metal: Armored Cable Fittings; Locknuts, 
Bushings; Box Hangers, etc. 


Fuses: Plug, Enclosed, Renewable. 


Miscellaneous: Tape; Rubber, Friction: Insul- 
ating Compounds, Paints, Clothes, etc.; Por- 
celain Knobs, Tubes, Cleats; Lamp Guards; 
Solder, Screws, etc. 

Safety Switches and Panelboards: Entrance, 
Meter and Safety Switches; Panelboards and 
Cabinets, except Power Panelboards. 

Tools: Contractor’ s, Linemen’s, Wireman’s, Port- 
able Electric. 


Wire and Cable: Armored “ABC” Cable, Rub- 
ber Covered Wire, Weatherproof and Slow 
Burning Wire, Non-metallic Sheathed Cable, 
Lead Covered and Parkway Cable, Power 
Cable; Paper and Varnished Cambric, Annun- 
ciator and Office Wire, Bare Wire and Cable, 
Cords, Misc. Wires and Cables. 


Wiring Devices: Brass Sockets, Porcelain Sock- 
ets and Receptacles, Lighting Switches, Con- 
venience Outlets, Attachment Plugs and Caps, 
Face Plates, Misc. 











Bells, Buzzers, Gongs, peners, Push 2.829.030 
Buttons, Bells and Signal Transformers; Alarm : : 
————$—_—— and Call Systems ; Burglar, Fire, Hospital, (5) 2,625,904 
School, etc.; Telephones. 











$29,113,422 — ae — —— 
41,788,512 Commercial Equipment: Commercial Cookin 
Equipment, Food Grinders, Slicers, ft tog $2,963,242 
eee Pag san none Refrigerators, Commercial not reported 
12,833,327 ,aundry Equipment. ak 
(1) 16,739,960 Industrial Equipment: Electric Welding Appar- 
atus, Electric Furnaces, Electric Ovens, Indus- 1,345,536 
5,257,460 trial Heating Units, Industrial Heating De- not reported 
6,547,536 _ vices, Misc. Industrial Equipment. i 
6.603.380 Ventilating and Air Conditioning actmaen: 2,995,200 
pte tone Ventilating Fans and Blowers, Air-Conditioning 4,705,610 


(2) 4,792,496 E quipment. 


C—RESALE MERCHANDISE (SPECIALTIES) _ 

















13,256,120 —_. een 
(3) 22,230,885 Counter Merchandise: Batteries: ey Cell, 
Flashlight, Radio; Flashlights, Decorative $9,639,760 
1,426,128 Lighting Outfits, Moulded Specialties; Plugs, (6) 10,564,232 
3,291,292 _ etc» Misc. — 
Electric Clocks: All Models. 8,708,634 
bent ult p not reported 
37,902,654 Fans: Desk and Bracket, Ceilin 
: ‘ F g and Column, 
(4) 52,336,916 Household Ventilating, Portable Pun Goerated 15,214,368 
Heaters. 13,250,046 
Heating Appliances: Cookers (660 watt or 
less): Heaters and Radiators: Heating Pads; 14.436.640 
17,680,438 Hot Plates: Grills: Irons; Domestic, Laundry ? 5 
23,049,216 Percolators: Toasters, Waffle Irons: Other 20,813,619 


Heating Appliances. 
































Outside Construction ‘Materials: Poles aa Shien eandnia Lamps: Large, Miniature. 51,972,076 
arms, Pole cine Mastwere, haa pea Dis- 17,871,805 xe 54,707,448 
tribution Transformers, nsulators uightning 33.969.990 Radio: R oe Y : 

F ‘ : Receiving Sets, Home Talking Picture 
a Choke Coils, Potheads, Cable Bells, Mochines; Medic Yebes; Load Meudess Gost 47,105,137 
; AP as ewe aie aa in sets), Radio Accessories and Parts. 67,753,714 
B—EQUIPMENT AND APPARATUS Residential Lighting Equipment: Fixtures, Port- $8,861,314 
—$—$$_________ — a able Lamps, Sun Lamps. 11,438,763 

Industrial and Commercial Lighting Equipment: : ‘ : 

Commercial Glassware and Hangers, Flood- $12,573,384 Trains and Toys: Trains and Accessories, Other 1,947,378 
lights, Reflectors, Special Purpose Units, Out- song Electric Toys. not reported 
door Standards, Street Lighting Fixtures, Traf- 24,267,374 ns? oe : 

fic Signals, pee a Vacuum Cleaners: Standard Type, Hand Type. rive 

Motors and Control: A. C. Motors, 1 H.P. and 7 Gita 
over, D.C. Motors, 1 H.P. and over, Fractional 12,303,566 Washing and Ironing Machines: Clothes Wash- 13,857,590 
H.P. Motors, Motor Control, Power Drives, 21,900,747 ing _ Machines; Ironing Machines; Drying 7132-177 
Generators, Converters, etc Equipment, Domestic. 17,132,1 

Suitehboards ond Accessories: Switchboards and Other Motor Driven Appliances: Kitchen 
Power Panels, Circuit Breakers, Disconnecting 7,256,054 Power_ Units; Beaters, Mixers, Extractors, 5,202,162 
and Knife Switches, Bus Bars and Supports, not reported etc.; Dish Washers, Floor Polishers, Utility not reported 
Meters, Relays, Instrument Transformers. Motors, Misc. 

Total Sales —1931 $368,794,825 


@ Incomplete returns on ranges and refrigerators have made it necessary to omit these items from the above 
report. The figures for 1930 include (1) conduit fittings only (2) tape, solder and compounds only, (3) 
power panels, also, (4) rubber covered and weather-proof wire only, (5) annunciators, bells and fire alarms 


only, (6) flashlights and batteries only. 
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WHAT'S NEW 


@ New Sales Opportunities to the number of 142 are 
illustrated on the following pages. 


These latest developments in both the supply and 
specialty fields include new and improved products, 
new displays and new methods of packaging. 


Each item in this section has been given a number. 
On the postcard below check the numbers on which 
you wish further information. Tear out the card 


and mail it to ELECTRICAL WHOLESALING. No 


stamp is necessary. 















































Electrical Wholesaling, Chicago, Ill. Check the items | 
Please send me, without obligation, complete information about the items checked : ‘ 
below in which you are 
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New Sales Opportunities . . 


SUPPLIES 











|. Type A Safety Switch 


Four major improvements have been 
made in this type A safety switch. The 
interlock mechanism has been greatly 
simplified with fewer operating parts 
and is more compact, giving ample wir- 
ing space on both sides of the switch 
as well as at the top and bottom. Posi- 
tive pressure fuse clips, made of high 
conductivity copper with steel spring 
reinforcements, are now standard in all 
sizes. The dust shields have been made 
wider, longer and stronger. The fourth 
improvement is the addition of a slot- 
ted hexagon terminal nut on switches 
of 100-ampere capacity or less. 





2. Metallic Tubing 


This electrical metallic tubing is hot 
dipped galvanized and lacquered, inside 


and out, and has the same appearance 
and ability to resist corrosion that char- 
acterizes this manufacturer’s hot galvan- 
ized standard rigid conduit. It is shipped 
in full 10’ lengths without coupling and 
unflanged. The manufacturer can sup- 
ply flanging tools and fittings where the 
flanged type material is desired. 





3. Hot Dipped Conduit 


This new hot dipped galvanized and 
lacquered rigid steel conduit is galvan- 


ized both inside and outside. It has 
been especially developed to meet the 
demand of engineers who prefer a hot 
galvanized conduit for use under cer- 
tain conditions. It is coated with a 
clear protective covering which has un- 
usual qualities for resisting acids and 
alkalies. This lacquer coating is baked 
on the conduit and is not only highly 
resistant to water, oil, acids and alka- 
lies, but also provides a glossy smooth 
raceway for wiring at all times. 


4. Service Entrance Cap 


Designed for armored service en- 
trance cable this cap will hold the fol- 
lowing sizes of cable: No. 4—2 wire; 


No. 4—3 wire. No. 6—2 wire and No. 6 
—3 wire. The shim, against which the 
set screw presses, comes in contact 
with the metal armor of the cable, thus 
making a perfect ground. The tubular 
shank of the fitting is large enough to 
slip over the outside covering of the 
armor, thus making it a waterproof 
fitting. It is also equipped with a bracket 





on the back for easily attaching the fit- 
ting to the side of the building, either 
wood, stone or brick. 


5. Friction Tape Display 


Sixteen 2-oz. rolls are contained in 
each black and yellow carton, each roll 


ss a a 
<4 FRICTION TAPE 
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being wrapped and sealed in protective 
cellophane. The lid of the carton (when 
open) is cut to display a large roll of 
tape. This combination of boxes and 
carton makes a display that catches the 
customer’s eye and helps materially to 
sell more tape. A display carton con- 
taining 32 one oz. rolls is also available. 


6. Thinwall Conduit 


Developed expressly for the electrical 
industry, this electrical metallic conduit 
is an electrically welded steel tube, 





made from a superior grade of open- 
hearth cold-rolled strip steel. It elimi- 
nates two-thirds of the weight of old- 
style conduit work. it is easy to bend, 
easy to cut, requires no threading, and 
can be easily straightened and re- 
claimed. Three small parts, coupling, 
box connector and adapter take any 
box, conduit fitting or reflector and 
make them threadless. This conduit is 
fully approved for open and concealed 
work. Has official approval for govern- 
ment jobs. 


7. Electric Safety Saw 


This powerful light weight saw has a 
6” blade with a cutting capacity 
in wood up to 17%”. It is particularly 





handy in the shipping room for making 
or opening packing cases. Some other 
uses are; cutting light lumber, ripping 
flooring, general factory repairs or 
maintenance work. Used with an abra- 
sive disk instead of the steel saw blade 
it will cut or score tile, stone, slate, etc. 
The outstanding safety features are a 
momentary contact switch and a swing- 
ing guard which covers the blade the 
instant that the saw is disengaged from 
the work. 


8. Meter and Range Switch 


This combination meter switch of the 
sealable main fuse type is arranged for 
the new meter sequence connections 
where meter is connected ahead of both 
switch and fuses. Service switch and 
main fuses are in a separate sealable 
compartment at the top. Lower com- 
partment contains lighting circuit fuse 

















panel and safety type range fuse pull-out. 
Range fuse clips are mounted on a re- 
movable, dead front insulating block. 
Access to the fuses can only be ob- 
tained by removing this pull-out block 
which completely disconnects fuses 
from the circuit. 
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@ Steeltubes and Steeltubes Fittings and 
bending tools were developed four years 
ago, after months of study and experi- 
ment. Code approval followed ... for the 
use of Steeltubes in open and concealed 
work, and buried in concrete (except 


cinder fill). Early this year official 


LET STEELTUBES HELP YOU 


approval was given for the use of Steel- 
tubes in U. S. Government work. More 
than 25,000,000 feet of Steeltubes have 
been installed. And Steeltubes is now 
carried in stock by more than 240 elec- 
trical wholesalers... more than carry any 


other single make of electrical conduit. 


TO OPEN UP NEW ACCOUNTS 
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For years the electrical industry was satisfied 
with old-style heavy conduit. It had to be. For 
there was only one type of rigid conduit that 
could be bought. 


Old-style conduit was heavier than need be... 
more expensive than need be. The industry 
needed rigid conduit that was easier to handle 


... less expensive to buy and install. 


Steeltubes answered this demand. It was de- 
veloped expressly for the electrical industry. 
And it is the first rigid conduit that ever was 


developed for this special- 


ELECTRICALLY 





ized use. From the concep- 
tion of the original idea to 
its acceptance by the in- 
dustry, Steeltubes blazed 


a new trail. 


This modern conduit is 


“WELDED: 


PTE ELESSES 


CONDUIT 


TH REAODLE S S&S T A 


electrical, not only in its use, but in its manu- 
facture. It is electrically welded into a practi- 
cally seamless tubing. Strength at the weld 
is as great as in any other part. And it is 
the only Threadless Thinwall Conduit that has 


this feature. 


Steeltubes saves money on conduit work .. . 


saves from 10% to 25%. Simplified fittings, 
still lower prices on tubing and fittings . . . broad 
acceptance . . . Government approval .. . make 
Steeltubes a better proposition than ever for 


contractors. 


Get the facts about Steeltubes . . . the Pioneer 
in the field. Find out for yourself the many 


advantages of this modern, rigid conduit. 


Electrical Division 


STEEL AND TUBES, INC. 
Cleveland, Ohio 
(A Unit of Republic Steel Corp.) 


N WALL 
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9. A. C. Manual Starters 


Two-speed separate winding type and 
single speed reversing type starters for 
controlling across-the-line motors. The 
2-speed type is especially suitable for 
heating and ventilating purposes and 
similar installations where remote con- 
trol is not essential. The maximum h.p. 
ratings of the 3 pole starters are 5 
h.p. at 220 volts and 7% h.p. at 440-550 
volts. Outstanding features are: front 
operation, thermal overload protection; 
operation of any relay opens main line 
completely disconnecting motor from 
line; 2 quick break switch mechanisms 
interlocked to prevent simultaneous 
operation, and push button reset with- 
out replacement of any parts after an 
overload. 


10. Range Outlet 


This new surface range outlet is 
neatly and quickly installed. It takes 
care of electric range wir- 
ing in present buildings. 
Cost is low; yet here is a 
Satisfactory, attractive job 
for the range campaigns 
now being inaugurated 
throughout the country. 
With accessories it is rec- 
ommended by central sta- 
tions for range installations. 





11. Seamless Splicing Sleeves 

Three varieties of splicing sleeves 
cover practically all requirements. The 
split tinned splicing sleeves (connectors) 








for stranded conductors and the figure 
eight double tube seamless sleeves are 


made to the specifications suggested by 
N.E.L.A. committees. They are free 
from burrs and annealed to the proper 
temper. 


12, Unit Combinations 


Chromium finish, popularized by pub- 
lic demand, is standard on these 2-gang 
units. Matches 
bathroom and 
kitchen hard- 
ware now fur- 
nished in chrom- 
ium. Blends per- 
fectly with pew- 
ter and butler’s 
silver finishes 
now so much in 
vogue. These 
units meet re- 
cent code requirements for a switch 
controlled outlet. Any combination of 
switch, receptacle and warning light is 
available in not more than 2-gangs. 
Single gang flush jewel units have 
made the electrical job more useful and 
attractive. Switch and warning light 
show at a glance when lights or appli- 
ances are left on. These items add to 
your profit and help in getting a larger 
share of the building dollar. 











13. Switch Combinations 


This line of duplex switches embodies 
many new features. Ten combinations 
are offered all using standard duplex 





receptacle plates. These switches effect 
a substantial saving in wall space used, 
time to install, material, and are moder- 
ately priced. The line includes the fol- 
lowing combinations: single pole switch 
and receptacle; 2 single pole switches; 
one single pole and one 3-way switch; 
2 3-way switches; selector switch; re- 
ceptacle and pilot light; single pole 
switch and pilot light. dimmer switch 
and 2 single pole switches. 


14. Packaged Friction Tape 


This new package has been prepared 
especially for the convenience of repair 
men employed by industrial users, con- 
tractors who do not buy for resale and 
wherever individually cartoned tape is 
not required. It is called the Jumbo 
Shop package and contains 10 rolls of 
No. 8 friction tape enclosed in parch- 
ment wrapping with a parchment disc 
between each roll, all of which has the 
same effect as wrapping each roll in 
foil. This new method of packing tape 
for quantity use has effected savings in 
foil, individual cartons and labor, and 





these savings are being passed on to 
the user. 


15. Super-Lag Fuses 


Ever since fuses were first used 
thoughtful users have longed for a fuse 
that would pre- 
vent needless 
shutdowns caused 
by temporary or 


harmless. over- 
loads. Super-lag 
fuses will give 


short circuit pro- 
tection even bet- 
ter than old style 
fuses and they 
havea time-lag so 
superior that no 
user of fuses can 
afford to overlook 
the savings of 
time and money 
they make possi- 
ble. Here at last 
is a fuse that will 
help prevent need- 
less shutdowns as 
well as give perfect protection for elec- 
trical equipment. 





16. Lighting Strip 


This new lighting strip with its fit- 
tings provides a simple, neat, practical 
and economical method of strip lighting 
—a method that makes it possible to 
have an unlimited number of lamps on 
any centers—from 3” up. The low cost 
enables the contractor to sell more wir- 
ing on each job and to get more wiring 
jobs to do. The strip may be wired and’ 
assembled in the shop before being 


1100 B LIGHTING STRIP CHANNEL 








1126 PORCELAIN KEYLESS SOCKET 


1100 C LIGHTING STRIP SNAP-ON CAP 


taken to the job. The new method may 
be utilized to good advantage in window 
and store lighting—and in the new cove, 
built-in and luminous box lighting. 
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17. Meter Test Cabinet 


These meter connection test blocks 


with standard test link and spacings 
have 4 meter loops which run directly 
into the meter without cross-over, at the 
same time preserving the standard ar- 
rangement of “line” links on the outside 
of the block and “load” links on the 
inside. 


18. Heavy Duty Push-Button 


A new line of push-button stations, 
designed for general industrial applica- 
tions. The stations included in the line 


| : 
are divided into three general classes; 
those which make momentary contact, 
those which maintain the contact, and 
a combination of both. The devices 
consist of one or more of the follow- 
ing units inclosed in a case: 1. push- 
button (momentary contact), 2. selec- 
tor switch (maintaining contact), and 
3. indicating-lamp receptacle. Any com- 
bination not exceeding 5 of these units 
is available in the wall-mounted sta- 
tions. The same case houses the push- 
button, selector switch or lamp recep- 
tacle. 


- 
i 





19. For Surface Wiring 


This new surface wiring material is 
intended for use in extending branch 
circuits in the home, hotel or office. The 








manufacturers claim that it is fire-safe 
ind moisture-proof. The construction is 
such that it precludes the possibility of 
shorts, grounds, etc. It is attached to 
the baseboard by means of tacks or 
staples, the heads of which are automat- 
cally concealed by the center bead as 
shown in the illustration. Substantial 
fittings of high grade insulating mate- 
rials, including feed through and end re- 
eptacle, angle covers and attachment 
plugs are available for making the ne- 
essary connections to an existing cir- 
i. 


20. Accessible Fuse Switch 


One of a new series of accessible 
fuse switches. Disconnecting of serv- 





ice and the making of fuses accessible 
for replacement or inspection, is ac- 
complished in the operation —the side 
operated switch handle is moved to the 
“Open Door” position. The meter serv- 
ice switch model illustrated is to be used 
for the installation of a 60 amp. 125-250 
volt, 3 wire, 2 fuse service. 


21. Fuse Indicator 


This new fuse indicator eliminates 
loss of operating time in theatres, fac- 





tories, mills and offices. As soon as a 
fuse is blown the operator can at once 
locate and replace with a good fuse, 
thus saving the time of employes in the 
department which depends on the rup- 
tured fuse for light or power. As soon 
as the fuse is blown, the indicator will 
show a light of reddish glow, easily 
discernible at a great distance. When 
once installed these indicators are per- 
manent equipment. 


22. Flexible Rigid Steel Rules 


Now flexible-rigid steel rules are 
within the means of every mechanic. 
Two new pull-push rules— one to retail 
at $1 and another to retail at $1.50 have 
a 6’ steel blade that is both flexible and 





rigid, coiled in a watch size steel case. 
They are handy to carry, easy to use, 


accurate and durable. With ordinary 
care they will last for years. 


23. Safety Panel 


This new line employs cabinets only 
6” deep and 19” wide for either flush 
or surface mounting. Flush mounted 
cabinets have trims equipped with self- 
adjusting trim clamps. Surface mounted 
cabinets are supplied complete with 





hinged gutter covers and door. Trims, 
cabinets, and interiors can be shipped 
separately. Combination panels can be 
built up for such applications as serv- 
ice stations where a combination power 
and lighting panelboard saves space and 
reduces installation costs. These new 
panelboards offer several refinements in 
their design and construction. 


24. Hydraulic Pipe Pusher 


With this hydraulic pipe pusher one 
man can push pipe with ease. It oper- 





ates on a notched rail, and an arrange- 
ment of pawls and coiled springs pro- 
vides for automatically “hitching” itself 
forward after each 8” thrust. The pipe 
clamp is reset after each push of 4 to 7’, 
depending on the length of rail used. 
Two pushers are built for maximum pipe 
sizes of 3 and 4” through the machine, 
while larger sizes can be pushed from 
the ends of the pipe. 


25. Sign Transformer 

A light weight, Underwriters-listed 
transformer for use with suspended 
luminous -tube 
signs. Adjust- 
able hangers 
provide for 
ceiling suspen- 
sion or wall 
mounting of 
the complete 
unit. Unneces- 
sary weight is 
eliminated by 
filling only the central portion of the 
case, which encloses the core and coils, 
with compound. The transformer is dec- 
orated in gray, wrinkle-finish baking 
enamel; the high voltage bushings are 
of gray glazed porcelain to harmonize. 
The low-voltage circuit is fitted with a 
pull switch and a three-conductor gray 
cord having a two-prong plug; the 
third conductor is connected to the 
case, making a grounding terminal. 
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—Und_ pfack jaw Blades— 













ou sell the contractor 
fittings and supplies, 
Sell him also. MIL FLEX 
Hack .Saw Blades 


You are the log- 





















ical source of 
supply for them. 
Get in on this 
profitable busi- 
ness, now that 


you are 


offered 
a Hack Saw Blade designed for the 


Eleetrical Contractor 






Cuts BX, conduit, metal moulding, etc., faster MILFLEX 





and cleaner than any blade available. There’s DUPLEX 
a demand for an extra good blade that costs no PAT. U.S.A. 
more than the ordinary blade and we are help- 
ing create it by regular advertising to your 
trade through ELEctricaL CONTRACTING. 
Realize there are thousands of blades used ns a, 


daily — that an investment, although small, of blade _— 
brings you profits through quick turnover as Fine teeth on forward end of blade start the 
the sales multiply. Send in your order today cut smoothly and quickly. Regular teeth con- 
f th af tinue the cut. 24/36 tooth Milflex for general 
or tne cutting. 18/36 for heavy conduit. 


MILFLEX DUPLEX 


ELECTRICIANS’ SPECIAL BLADE 


THE HENRY G. THOMPSON & SON CO. 
ESTABLISHED 1876 A a A & NEW HAVEN, CONN., U. S. A. 
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T HE enlarged Hemco line now includes all types of wiring devices 
and accessories for which there is a daily over-the-counter 
demand. 

Here is quality merchandise that Electrical Wholesalers can sell to 
Contractors and Dealers with every assurance of consumer satisfaction. 


There is no substitute for high quality. Why waste sales effort and 
installation time on inferior, sub-standard devices, when widely known 
Trade Marked products of proven worth are available on a compet- 
itive price basis. 


Hemco and Bryant registered trade marks stand now as always for 
the best in design, materials, workmanship and appearance. 


All devices and cords listed as standard by Underwriters’ Laboratories. 


THOSE WHO KNOW DEMAND HEMCO 
Send for Hemeo Bulletin No. 6 
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26. Conduit in Three Finishes 


These three finishes of conduit meet 
all types of installation conditions. They 
are (1) black enameled inside and out- 





side, (2) enameled inside and electro- 
galvanized outside, and (3) heavily gal- 
vanized inside and outside with a heavy 
coat of baked-on enamel over the inside 
galvanizing. These 3 types provide 
sufficient latitude to cover all require- 
ments. This conduit is produced from 
carefully selected materials, manufac- 
tured by a patented process and rigidly 
inspected before the label is affixed. 


27. Type "C" Switch 

Medium size gas filled lamps need a 
specially built switch. This 20 ampere 
line is not an _ ordinary 
switch rated up to substi- 
tute, but a real lighting 
control designed to carry 
the extreme initial current 
surge of gas filled lamps. 
Moderately priced with no 
increase in cost over ordi- 
nary 20 ampere switches, 
but a genuine increase in 
perfomance value. 


28. Wire Meter 

The new wire meter is proving a labor 
saver to manufacturers, wholesalers and 
dealers. Bare, enameled and covered 
wire from .005 to .500” thickness 
can be accurately measured without in- 
jury to the surface. An automatic brake 
prevents over runs. Tension between 
wheels is adjustable to various thick- 
ness of wire. Measuring wheels are 











supplied with milled, smooth, or rubber 
covered surface, depending upon mate- 
rial being measured. The entire ma- 
chine is compact, sturdy and accurate 
for speeds as high as 600’ per minute. 
The counter can be faced in various 
positions. 


29. Clock Hanger Outlet 


This device gets rid of unsightly cord 
connections running from clocks to the 
nearest receptacles. At the 
same time it gives firm 
support to the clock. Re- 
ceptacle part is recessed so 
plug cap is sunk flush with 
wall. This allows clock to 
hang flat over the outlet 
with wire connection and 
the receptacle is wholly 
concealed. Increasing use 
of electric clocks makes 
this new hanger timely for installation 
in offices, modern residences, schools, 
hospitals and institutions favoring elec- 
tric time. 





30. Flame Check Wire 


A wire manufacturer has_ recently 
added to his line a rubber covered build- 
ing wire with a fire-resisting finish. This 
wire is not intended to take the place of 
regular building wire, but merely as a 
wire that is available to those who pre- 
fer a flame check finish. It will not 
burn; the finish will not crack when 
bent; and it fishes readily. This flame 
check wire is made in 8 different colors 
for identifying circuits. 


31. Explosion-Proof Fitting 


This line of conduit fittings is suit- 
able for the control of lighting, appli- 
ance and small motor circuits (up to 2 
h.p., 250 volts) in hospitals, oil refin- 





eries, gasoline service stations, bulk sta- 
tions, pumping stations, gas plants, dry 
cleaning plants, chemical plants, paint, 
varnish, or pyroxylin factories or spray 
booths, grain elevators, flour mills, 
starch factories, and wherever a hazard 
would be introduced by an ordinary 
switch due to the presence of gasoline, 
petroleum, alcohol, acetone, lacquer 
vapors of equal or less hazards, that 
form an explosive mixture with air. 


32. Edge Hole Saw 


A high-speed edge hole saw with 
genuine 18% tungsten high speed steel 
teeth welded to an alloy steel non- 
breakable back or body, will stand the 
terrific speeds of portable electric drills 








and drili presses without “burning” the 
teeth. Made in 26 sizes, %” to 4%” 
in diameter. 


33. New Safety Ladder 


Here is a new prod- 
uct that has immedi- 
ate and lasting ap- 
peal to utility com- 
panies and contrac- 
tors. It was de- 
signed entirely from 
the safety stand- 
point. This _ safety 
ladder is light and 
strong, is made of 
the very best of ma- 
terials with excellent 
workmanship, and is 
equipped with all the 
necessary safety de- 
vices. Other ladders 
are not made for this 
field and do not have 
safety devices on 
them. Many utilities 
have adopted it as 
standard. 














34. Pipe Vise Saddle 


This is a device long needed by 
plumbers, electricians, and steamfitters. 
It is easily carried to the job—right to 
the spot where work is being done. It 
attaches instantly to any post, round or 
square up to 6” in diameter (longer 
chains can be provided). Holds vise rig- 
idly, takes the place of tripod or bench. 





It will save much time, labor and trou- 
ble—many trips to the truck. As easy 
to carry as a vise. Will give long satis- 
factory service. 
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35. Demonstration Outfit 


This demonstration outfit is offered, 
at cost, to stimulate the sale of flush 
mounted signal devices. It consists of a 
110 volt receptacle, transformer, bells 
and. buzzer for front door, rear door 
and dining room—exactly as the fin- 
ished job would be arranged. The plate 
has snap fasteners so it may be easily 
removed: to show the method of instal- 
lation and the devices in operation. 
Simply plug into the receptacle and the 
3 pushes will operate the devices. 
Enables salesmen to show owners the 
advantages of these flush calling devices 
over old-fashioned bells, buzzers and 
transformers. 


36. Handy Tape Package 


This strong cardboard carton contains 
10 rolls of friction tape wrapped in cel- 
lophane but without their individual 
boxes. The end of the carton which is 











seen by the customer bears an attrac- 
tive sticker in color as shown. This 
package is extremely handy for the 
dealer who may sell 2 or 3 rolls of tape 
at a time, as it gives him a strong carton 
to contain the remainder and does not 
permit his shelf to get cluttered up with 
loose rolls of tape. 


37. Outdoor Flush Receptacle 


This receptacle provides a perma- 
nent convenience outlet for plugging- 
in outdoor light- 
ing connections 
or appliances. 
Saves your cus- 
tomers the nuis- 
ance of tempor- 
ary wiring from 
the inside. It is 
sturdily designed 
to weather the ac- 
tion of rain, snow, 
ice and continu- 
ing dampness. The finish—cadmium on 
brass—defies rust and corrosion. When 
not in use a metal cap screws over re- 
ceptacle opening for protection from 
weather. For Christmas lighting of 
evergreen trees, for decorative lighting 
of lawns, for porch lamps and electric 
appliances used outdoors. 





38. Hack Saw Blade 


On the forward end of this patented 
blade is a series of fine teeth which 
make it possible to start a cut quickly 
and accurately at any angle. These 


teeth will not catch in sharp corners, 
will not rip out, and they help guide 
the blade for straight cutting. With the 
ordinary type of blade it is customary 
to scrape back and forth to start a cut 
With this new and modern blade, how- 
ever, a cut can be started with a full 
cutting stroke at once. This blade is 
particularly designed and tempered for 





electrical use and is ideal for cutting _ 


BX, wiremold, conduit, etc. 


39. Radio Outlet 


For installation on wall or baseboard 
near the radio set, this radio outlet pro- 
vides a connecting point 
for straggling wires 
from aerial, ground and 
the nearest power out- 
let. Run double or flat 
wires to the radio out- 
let instead of leaving 
them messed on the 
floor. Makes the radio 
portable. Set can be 
placed anywhere and 
plugged into the radio 
outlet installed beside it. Gives aerial, 
ground and power connections from an 
attractive all bakelite surface outlet. 
This quickly installed convenience will 
appeal to customers of radio stores and 
service men. 


40. Fuse Man Display 


The name of this little fuse man is 
Mr. Fusit. He has been registered in 
the United States Patent Office. It is 





a difficult matter for your dealers to, 


arrange attractive window displays of 





@ 











fuses. With several Mr. Fusits they can 
put life into a fuse window or a coun- 
ter display. Increased fuse sales are a 
natural result. 


41. Two Insulating Products 


Whenever there is a difficult electrical 
insulating job to be done, experienced 
maintenance men will select this rapid 
asphalt paint and insulating tape. The 
paint has remarkable insulating and acid 
resisting qualities. It spreads easily 
and dries quickly, leaving a hard, tough 








coating that moisture cannot penetrate. 
The tape is known for its unusual 
strength, adhesiveness and _ pliability. 
It is moisture, acid and alkali proof— 
never ravels or puckers, but holds fast 
even when subjected to the hardest use. 
Both products sold exclusively through 
wholesalers. 


42. Wire Connector 


This wire connector is made in one 
piece of the highest grade glazed elec- 





tro-technical 
lain, made from a 
special formula. It 
makes a secure joint 
as the threads are 
specially construct- 
ed. The inside of 
the connector has a 
tapered female 
thread, formed in 
2 sections. The lower section tightly 
grips the wires; whereas the upper sec- 
tion grips the insulation, assuring a 
doubly secure joint, both electrically 
and mechanically. 


43. Range Cabinet 


This combination entrance and range 
switch with branch lighting circuits is 
of the accessible main fuse, non-meter 


porce- 








test type. A distribution panel in one 
cabinet, having both an upp€ér door over 
the main externally operated entrance 
switch and a lower door, gives access to 
the range and branch lighting circuits. 
Top end of cabinet is provided with 
standard N.E.L.A. meter twist-outs and 
knockouts. 











40 ELECTRICAL WHOLESALING 
SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


YOu Can ‘an 5 











{ j 
yy, 
uy / 


a, 
ayn 











H eH 
CLOCK HANGER OUTLET 


No. 7707 — Provides mechanical support 
for clock and electrical connection with 
all wiring concealed. Clock hangs fiat. 





Youve a to Cet Them 
in BUILDINGS’ 


















“TYPE C’” SWITCH 


No. 4281 — Especially built 
to handle the terrific cur- 
rent-surge with gas-filled 
lamps. Current-carrying 
parts 3 times heavier than 
in ordinary switches. 


FAN HANGER 
OUTLET 


No. 7750 — Gives 
electrical con- 
nection with strong 
four-point suspen- 
sion for wall fans. 
Attractive Bake- 
lite outlet with 
finding grooves. 


SURFACE 
RADIO OUTLET 


No. 2178 —Pro- 
vides neat con- 
necting - point 








Power near 
radio set. 


For wiring speed: 
—the simplest, 
easiest - to - install 
Fan Hanger. Fits 
in standard, 6” 
square outlet box. 


OUTDOOR FLUSH 
RECEPTACLE 


No. 7792— Provides perma- 
nent, weatherproof outlet for 
plugging-in outdoor lighting 
connections or appliances. 


for Aerial, 
Ground and 


the 





—and the buildings aren't being built. So H & H has 
built a line of devices which create new wiring jobs 
in present buildings. These devices attract the 
consumer with new conveniences — and so 


attract Modernization Jobs to your cus- 


tomers. Each device is designed for a 


SWITCH & WARN- 

ING LIGHT COM- 

BINATION: No. 
7739 — 


Jewel flashes a warn- 
ing of current left 
ON in cellars, attics 
or closets. 





definite purpose, for which a demand 
exists. Each combines Beauty and 
Utility in a way not obtainable 
else-where. Together they 

open a big, new market 

to take up the slack 


in the building 
market. . . 


HEATER SWITCH PLUG 


No. 7762— No screws to 
lose or loosen. Sections 
held together by self-ad- 
justing spring clips. 


DUPLEX RADIO OUTLET 
No. 2145— Neat, all-Bake- 
lite flush receptacle for 
Aerial, Ground and Power 
connections. Includes Aerial 
and Ground Cap with blades 
set at angle so it cannot be 
plugged into power outlet. 


HEATER CORD SET 


No. 7788—with Bakelite screw- MULTICOUPLER UNIT 
less heater plug, finest 3000- 





. 


















esi le t kelit No. 3063— For wired-in 
COMBINATIONS pe rearing aa nae 
No. 5350 — Switch SURFACE RANGE j distribution; one 
‘ i OUTLET aerial for plu- 


Receptacle and 
Warning Light; glows 
when current is ON. 
Chromium finish 
plates match hard- 
ware. 


HAKT & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 


rality of radio 
No. 7910 — For quick, sets. Connects 
neat job in wiring for with Aerial, 
electric ranges in pre- Ground and 


sent buildings. Power. 
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MODE 23 STANDARD; fully auto- 
matic, with plate warmer, one “Speed 
Heet” burner, two regular burners and 
unit cooker, Oven ia - 26°xte" aie”. 
White or ivory finish. 























MODEL 1236 STANDARD; 


with marbleized or green panels. 


Announcing the complete “1200” series. Quality 
combined with popular price, and adequate 
profit spread for distributor and dealer. 


Standard, adhering to its policy of over two 
decades, continues to serve the consumer through 


the natural channels of distribution. 


The Standard Line has always been complete. 
The Standard distributor and dealer have always 
had access to everything for electric cooking and 


electric heating. 


The Standard distributor and dealer can compete 
with any other line thoroughly and without any 


disadvantage whatever. 
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fully auto- 
matic and equipped with two large uten- 
sil drawers in addition to the features 
embodied in Model 1237. White or ivory 














MODE 8 STANDARD; fully auto- 
matic, with 16”x18”"x14” oven, open 
switch panel, and a roomy cooking top 
which has four burners, or three burners 
and unit cooker. 
















Complete distributor and dealer infor- 
mation will be sent on request. Write 
us, or use the space below if more con- 
venient. 











Please send full information about: 
Dealer Plan 0 
Distributor Plan 0 
Send Catalog oO 














THE STANDARD ELECTRIC STOVE COMPANY, TOLEDO, OHIO 







ELECTRIC RANGES 
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44. Silencing Ventilator 


This silencing ventilator comes in two 
models—a floor model which stands like 
a radiator enclosure in front of the 
window, and a sill model. Both models 
remove noise, dust, dirt, pollen and soot 
of all air passing through it. Permit 
the control of the amount of air brought 
in from the outside. In the winter, 
when the introduction of outside air 
would chill a room quickly it permits 
you to mix it with the warm air. The 
filter papers are easily changed without 
the necessity of touching the used filter. 
Used in offices, stores and in homes in 
bedrooms and living rooms. 


45. Electric Water Heater 


Handsomely 
designed with 
an outer shell 
of heavy gauge 
metal. Standard 
color gray body, 
greentrim. Duco 
finished. Tanks 
and service pipes 
are welded and 
galvanized in- 
side and out. 
Everdur is fur- 
nished when 
specified. Wie- 
gand Chromo- 
lux immersion 
heating ele- 
ments are used. 
Tanks are 
equipped with 
either bottom, or top and bottom heat- 
ing elements. A graduated scale of from 
100 to 200 degrees is provided to per- 
mit adjustment of automatic thermostat. 
Insulation consists of 3” rockwool on 
sides, 4” on top and bottom. Tanks are 
made in 9, 12, 18, 30, 50 and 80 gallon 


capacities. 





46. Automatic Waffle Iron 


This new automatic waffle baker has 
a wide range and will bake any kind 








of waffles from very light to very dark 
by simply setting the control lever. The 
signal lights up when waffle starts bak- 


ing and goes out automatically when 
waffle is completed. Has large 8%” 


grids with batter groove of new alloy, 
nichrome elements mounted in refrac- 
tory plates, heat control lever to vary 
baking temperatures, ornamental bake- 
lite handles, standard cord set and is 
finished in heavy chromium plate. List 
price $8.50. 


47. Electric Door Chimes 
Devilishly clever and deucedly pretty 
—swanky, too—are these new electric 
door chimes that announce your guests. 





A pressure on the front door button 
and the chimes play automatically. 
There’s a little sequence of notes to 
announce each visitor—and, here’s the 
surprising part—each visitor is greeted 
by a different melody. The sequence 
of notes changes automatically every 
time—no repetition until the seventh 
time. This modern door bell brings the 
charm of old world chimes to the home 
and adds a new note of charm and 
refinement. It can be installed in any 
home, old or new. Operates from the 
lighting circuit through a transformer. 


48. Automatic Water Heaters 


The unique 
construction 
of this new 
line of water 
heaters con- 
sists of a bar- 
rier plate 
which divides 
the tank into 
2 zones. The 
lower zone 
stores up an 
excess supply 
of very hot 
water and the 
upper zone a 
smaller supply 
for domestic 
use. When 
water is drawn 
off a steady 
flow of service 
water at a constant ideal temperature 
is secured, without aid of mixing valves. 
Comparative tests show an extra 23% 
draw-off capacity over ordinary single 








compartment tanks. This is of great 
advantage when tanks are to be oper- 
ated on “off-peak” rate schedules. 


49. Heat Circulator 


Draws cold air—heats it—and gently 
blows heat downward by means of a 





scientific louver principle. Ideal for 
“removing the chill” in bathrooms, bed- 
rooms, or in any part of the home, of- 
fice, store, and shop. Saves using the 
heating system in fall and spring when 
temporary heat is desired. Practical 
and efficient for drying hair and clothes, 
heating theatre ticket booths, summer 
cottages in the north and winter homes 
in the south, drying blue prints, nega- 
tives and photographs and many other 
uses. List price $7.95. 


50. New 2.5 Volt Tubes 


This new line of radio tubes is stand- 
ardized at 2.5 volts filament or heater 
and includes: type 46, the dual-grid 
power output tube; type 56, the super- 
triode amplifier; type 57, the triple-grid 
amplifier; type 58, the triple-grid super- 
control tube, and type 82, the mercury- 

















vapor rectifier. The 5 new tubes will 
enable set manufacturers to build in- 
struments immeasurably superior to the 
best that has gone before, according to 
this tube manufacturer, who points out 
that the new series opens the gates to 
an upper strata of reproductive fidelity 
hitherto unattainable by set designers. 
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51. Lamp Display Tester 


Serving the triple purpose of a lamp 
display, lamp tester and a demonstrator 
of this manufacturer’s dimming devices, 
this new device comes equipped with 4 
slip sockets to display 25, 40, 50 and 60- 





watt lamps. It is also equipped with a 
slip socket wired for lamp testing and 
dimming demonstration. Holds litera- 
ture in front and packaged stock in 
rear. Is free of cost to dealers as a 
part of a complete merchandising unit. 


52. Two-Burner Hot Plate 


This is a new and improved fast cook- 
ing, 2-burner hot plate. The sturdy 





construction, high wattage and wide 
variety of cooking heats, make this new 
burner a very practical one for house- 
hold use. Top and sides are made of 
vitreous enamel, handsomely finished in 
duo-tone brown. Legs and switch plate 
are finished in sparkling chromium, 
making the burner absolutely rust and 
tarnish proof. List price $6.00. 


53. Five Pound Cleaner 
Weighing only 
5 lbs. this little 
cleaner has sev- 
en-eighths of the 
cleaning power 
of the ordinary 
large size vac- 
uum cleaner. 
Yet ‘#t° has « 
range of activ- 
ity that has 
never been sur- 
passed by any 
similar product. 
It will clean 
rugs and car- 
pets, linoleum 
and hardwood 
floors, it dusts 
lamps, floor- 
boards and 
moldings, cleans household and auto- 
mobile upholstery, cleans stair carpets, 
dusts and cleans radiators, cleans cloth- 
ing and furs and even dries hair. It 
takes the place of the carpet sweeper, 
dustcloth, dust mop and broom. Comes 
equipped with either 3 tools or 7 tools, 
according to the purchase price. 





54. Novel Clock Display 


A novel use of electric lighting assists 
dealers in displaying this new electric 
alarm clock which has as one of its 
principal selling features an illuminated 
dial which shows the face of the clock 
clearly at night without casting any light 
into the room. Because illumination of 
the dial is obviously required only at 
night, dealers have found it rather diff- 
cult to demonstrate the most important 
sales feature of this clock. To overcome 
this a special demonstration model, 
which contains no movement, has a 
10-watt lamp substituted for the 2%4-volt 
miniature lamp used in the standard 
clock. 


55. Coffee Brewer 


This coffee brewer is scientifically 
constructed to brew coffee at the cor- 
rect temperature; hot enough to extract 





and retain the delicious aroma oils; yet 
not too hot to extract excessive tannic 
acid. It is the quickest way to prepare 
coffee; vacuum process insuring speedy 
filtration. The double filter cloth in- 
sures clear beverage, free from grounds. 
Made of glass and hence cannot im- 
part puckery metallic taste. Produces 
approximately twice as many cups of 
coffee per pound than any other 
method. 


56. Home Movie Projector 

A new 16-mm. motion picture projec- 
tor and a 33” x 40” moving picture 
screen are now available to wholesale 





distributors. The projector is equipped 
with a 500-watt projection lamp that 
provides the more powerful illumination 
necessary for the projection of large 
size images. This illumination assures 
pictures of professional brilliance and 





detail. The motor which drives the pro- 
jector at a constant speed will also op- 
erate the sound mechanism when that 
is attached. All operating controls are 
mounted upon a neat panel at the back. 
List prices: projector $125, screen 
$12.50, camera $50 or the complete out- 


fit for $175. 


57. Quality Mixer 


Test campaigns show there is a de- 
mand for a high quality mixer, stripped 
and offered at an 
attractive price. 
With motor and 
beaters, but with- 
out the stand or 
bowls it now sells 
at the attrac- 
tive consumer 
price of $12.50; 
west of the Rock- 
ies, $13.25. This 
model is especi- 
ally desirable for 
apartments. It is 
easily stored in a 
drawer or hung 
on a hook in the 
kitchenette. The 
mixer is still sold complete with stand 
and bowls at the consumer price of 
$14.95; west of the Rockies, $15.50. 


58. Sleeve Cord Sets 


Appliance cord sets have always been 
a source of annoyance to the average 
housewife, largely due to the fact that 
most women are afraid of electricity 
and are not familiar with electrical con- 
struction. This new appliance cord set 
solves the problem. Nested in the appli- 
ance plug is a rubber sleeve that pro- 
tects where protection is most needed. 








It also permits “yanking” the cord from 
the appliance without danger of shorts 
or breakage. This rubber sleeve comes 
in solid colors—red, blue, white, green 
and black. “All color” cord is used so 
as to harmonize with general surround- 
ings. 
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Feature 
No. | 


New washer and Feature 
ironer prices, cov- N «2 


— att populs: A wider than usual 

price ranges. profit margin am- 
ply supports your 
vigorous’ selling 
and advertising ef- 
forts. You certain- 
ly need it. 


Feature 


No. 3 


A co-operative 
service insurance 
plan on all wring- 
er models removes 
d larvae, too. from dealer’s 
place in room shoulders practical- 
ly all service ex- 
pense. 
clothes. 
spraying. 
Sive tar 
coupon 


Feature 


Also 3 new No. 4 


on” Generous allow- 
roners f ance for local ad- 


Model 38 attachment vertising. 
ironer, $49.50*; 


Model 39 portable 
ironer, $84.50*; 


Model 40 table ironer, 
$94.50*. 
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Automatic’s Co-operative Sales Plan is built to the 
distributor’s order. It is a perfectly geared sales 
machine that functions in the interests of more 
sales and greater profits. 

Every co-operation that a manufacturer may 
give the distributor is included in this compre- 
hensive sales plan, to the end that you may in- 
crease your profits, by putting effort behind Auto- 
matic Washers and Ironers. 


Automatic realizes that distributors must make 


WHOLESALING 


a worth while profit, so they have designed a line 
of washers and ironers of unsurpassed quality at 
popular prices and backed it up with real sales 
co-operation. This plan gives the distributor a 
sound and definite place in the marketing of Auto- 
matic Washers and Ironers. 


Look over the features of this great 7 Point 
Co-operative Sales Plan. Then write us for de- 
tailed information. We have the merchandise and 
the co-operation that makes real sales. 


Automatic Washer Company, 401 W. Third St., Newton, lowa 


Feature 


No. 5 


A comprehensive 
array of local news- 
paper, direct mail, 
store and window 
advertising and re- 
sale helps. 


Feature 
No. 6 


ance 
ally generous. 


*Retail . . . East of Rockies 


© 


the 


~ 
— 


c 
i 


\ =; 


The trade-in allow- 
is sensation- 


Feature 


No. 7 


A 10-year service 
guarantee bond on 
all wringer models 
completely protects 
the customer’s 
washer investment. 
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b 


WATER COOLER 


For ice-tea, lemonade 


>r water 
HNER—Pulls 


at like a drawer 


FOOD SAVER No. 1 


Just fits a pound brick 


FOOD SAVER No. 2 
Hey aerele) stats Meters) tale] 
r storing 


FOOD SAVER No. 3 
Ideal for baking, stor- 
ing or extra ice cubes 





59. Refrigerator Furnishings 


“Sell a completely equipped refriger- 
ator,” says the manufacturer of these 
refrigerator furnishings, “and you will 
increase your volume of business. It 
won't cost you one cent because you can 
add the cost of the set to the price of 
the box.” These furnishings provide a 
fresh opportunity for “pepping-up” sales 
interest and places the refrigerator dis- 
tributor in a position where he can culti- 
vate equipment business, an avenue of 
revenue to which he is rightly entitled. 
The set illustrated actually doubles the 
capacity of a refrigerator and effectively 
protects foodstuffs from spoilage and 
contamination. 


60. China Percolator 


New in construction, this percolator 
is unusually attractive, light in weight, 
and sets a new standard for chinaware. 





It is of all-china construction and 
guaranteed against breakage in ordinary 
use in the home for one year. The 
percolator has a capacity of 6 cups, has 
a light cream-colored body with attrac- 
tive, colorful decorations which har- 
monize with most any type of dinner- 
ware. It weighs only 3 lbs., 12 oz., has 
a standard element with fused type pro- 
tection and is equipped with 6’ of 
black and silver cord with bakelite at- 
tachment and appliance plugs. This 
percolator carries an unbelievably low 
list price. 


61. Auto "B" Power Unit 


The moment this “B’” power unit is 
installed with the radio of an automo- 
bile or motorboat one is assured of an 
adequate and constant supply of power 
that improves tone quality, volume and 
distant reception. Furthermore, it elim- 
inates the inconvenience of periodically 
checking the source of power and avoids 
costly replacements. This compact unit 
operates from standard 6-volt “A” bat- 





tery and delivers 40 milliamperes at 180 
volts. It takes no current from the 
“A” battery except when the set is in 
operation and then only approximately 
2 amperes. List price $29.75. 


62. Fan Display 


This very unusual and attractive win- 
dow and counter display is available to 
fan dealers. It is 3’ 1” high, designed to 
represent a fan with a cutout through 
the center of the display into which an 
8” fan is mounted, keeping a pennant in 
motion. The display is in 5 oil colors— 





washable. Distribution is limited to 
those dealers purchasing more than a 
given number of fans. 


63. Single Firebowl 


Firebowl is a valuable appliance in 
any home for use in sick room, inci- 
dental cooking, or even as a space heater 
in bathroom, or small bed room. It is 
mounted in a sturdy steel frame, fin- 
ished in the finest grade of green por- 
celain enamel. It is also built with 2 





elements. For summer cottage use it 
will do a real job of cooking. Within 
its limit of 1 or 2 elements it is as ef- 
ficient as a full size range. 


64. Radio Storage Cabinet 


A new steel storage cabinet for radio 
service, designed to save its cost by 
preventing breakage and damage to ex- 





pensive test instruments and tubes and 
to protect against loss and petty thiev- 
ery. It stores an average stock of new 
tubes, complete set of testing instru- 
ments, tools, and small parts. The re- 
movable tube storage stand (illustrated) 
for test jobs on the work bench stores 
50 tubes, including all the standard 
sizes. Cabinet: 36” wide, 12” deep, 
84” high. The stand: 30%” wide, 1134” 
deep, 15” high. Doors lock securely and 
are fitted with stock control boards. All 
shelves have label holders. 


65. New Type Mixer 


This food mixer has self-revolving 
bowls and at the same time is portable. 
A new feature is the “bowl control” 
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which regulates the speed at which the 
bowls revolve. The juice extractor may 
be put on without taking the motor 
from the stand. Removable strainer 
and spout to guide juice. Three speeds. 
Beaters easily removed. Bowls opaque 


glass, French ivory, 3 and 1 quart. 
Mixer finished in ivory and_ black 
enamel. Comes with 2 bowls, juice ex- 


tractor, double beaters, single agitator 
and 6’ rubber cord. List price, $19.95; 
west of the Rockies, $20.95. 


66. 1932 Refrigerator 


This refrigerator is one of a new 
1932 line with 26 features of design, 





construction and appearance, which 
combine to make a sales picture of un- 
usual strength. The complete line em- 
braces 8 household cabinet models, 
ranging in capacity from 3% to 12% 
cubic feet of food storage space. The 
commercial line includes 18 distinct 
compressor units, ranging from 1/6 
h.p., 65 Ibs. ice-melting equivalent, to 
1% h.p., 1400 lbs. ice-melting equivalent 
and more than 100 types and sizes of 
cooling coils, permitting the maximum 
flexibility in equipment recommendation 
for each particular installation. 


67. Heater Cord Set 


A unique 3-color display container 
gets attention and tells the com- 
plete story of this guaranteed cord set. 





[his cord set has a non-breakable rub- 
ber attachment cap with hand grip and 
7%’ of extra strong super-flexible cord. 
Guaranteed for one year against defects 
n workmanship and material; breakage 
ff the cap; burnout of the contact clips, 
)reakage of the connector and the cord 
n normal use. The Underwriters’ label 
ppears on each cord. Rated 10 am- 


peres, 125 volts, 5 amperes, 250 volts; 
suitable for new type 1000 watt electric 
flat iron. Each individual box wrapped 
in cellophane, with 10 boxes in 3- 
color display cartons. 


68. Cabinet Range 


The doors on the front of this new 
cabinet range conceal the switch panel 























and also, give access to a plate warm- 
ing compartment. Other features in- 
clude aluminum lined oven, choice of 4 
burners or 3 burners and unit cooker 
and a selection of 6 finishes without ex- 
tra charge. 


69. Handy Ozonator 


A small, compact, scientific, movable 
device, the ozonator actually revitalizes 
and deodorizes heavy, stale air and re- 





charges it with the life sustaining ele- 
ment called ozone. It makes tobacco 
smoke invisible and mostly inodorous. 
With the use of this ozonator one is 
assured of the same invigorating air 
one gets at the mountain resorts or 
seashore. It consumes about $1.00 
worth of electricity per year. No serv- 
icing is required. The ozonator is a 
modern, quiet, dependable health guar- 
dian, and a needed addition to any air 
conditioning installation. List price 


$18. 


70. Facts About Mazda Lamps 


A new booklet of sales information 
for distributors and their salesmen is 
entitled “Answering Five Questions.” 
The book has just left the press and 
a limited number of copies is available. 
“Answering Five Questions” discusses 
the salient arguments with which lamp 
salesmen are most frequently con- 
fronted and how they may be met con- 





ANSWERING | 





= 











QUESTIONS 











sistently. The booklet has been written 
especially for wholesaler’s salesmen, to 
equip them with the semi-technical in- 
formation they need to make the most 
of their Mazda lamp business. 


71. New Washer 


This new 
washer has 
large vitreous 


porcelain 
enamel tub, 
submerged al- 
uminum agita- 
tor, large pre- 
cision cut 
gears, outside 
automobile 
type clutch 
control, full 
tub opening 
and gear cases 
castin one piece 
to prevent leak- 
ing of oil and 
grease. List 
price $69.50. 
Water pump may be had at small ad- 
ditional cost. Other new models list- 
ing at $89.50 and $99.50 complete this 
manufacturer’s line. 





72. New Type: Flashlight 


An entirely new 
and most useful 
flashlight. The cur- 
rent is carried 
by the 2 side 
arms to the rotable 
head above, thus 
retaining a perfect 
light in any posi- 
tion. It uses the 
standard size of 
flashlight batteries. 
The lens is the uni- 
versal focus type, 
producing a clear, 
white light without 
shadow rings. This 
light may be placed 
wherever it is need- 
ed instantly. This 
unique flashlight is 
indispensable for 
auto mechanics, 
electricians, plumb- 
ers, radio repairmen, in fact for every- 
body. List price $1.75. 
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‘CEN , 


market. | 


* 


CENTRAL WHITE... . an electro gal- 
vanized rigid steel conduit,—recognized 
as the standard of quality in galvanized 
conduit throughout the country. 



























* 


CENLACO ....a new hot dipped gal- 
vanized and lacquered rigid steel conduit, 
—easy to work and bend,—with excep- 
tional corrosion-resisting qualities. 


* 


WHITENRED ... .a rigid conduit for 
severe conditions ... . i zinc coated 
conduit still further protected by a super- 
coating which is acid proof. 


Serr se er ere 


eae 


* 


CENTRAL BLACK ....a black enam- 
eled rigid conduit,—the surface of which 
will not crack, chip or flake under the 
most severe bending strains 





Write for booklet—''Central Conduit 
in Modern Building Construction” 


CENTRAL TUBE CO. 
PITTSBURGH, PA. 
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Motor unit swings over to 
STAR-Rit MAG IC MAI D SEE HOW EAS pono sani without de- 
e taching from support, permitting attachment of juice-extractor 


with a simple turn of the wrist. 


at $19.5° the greatest value 


ERE’S your new sales leader 
—a powerful stimulator for 
immediate volume and profits. 

This new MAGIC MAID, in 
beauty, adaptability, quality and 
efficiency, is the greatest value ever 
offered. In addition it has more 
power, larger base for greater stabil- 
ity and it is of heavier construction 
throughout. 

Not until you have seen this ad- 
vanced trend in mixer design, can 
you [appreciate the value being 
offered the thrifty 1932 purchaser. 
A year ago such a value would 
have been considered impossible. 

Shattering all precedents, this new 


STAR-Rite MAGIC MAID unques- 
tionably creates a 1932 standard of 
values by which all mixers from this 
day on will be judged. 

MAGIC MAID is already a na- 
tion-wide household name for the 
best in the mixer-beater-extractor 
field. Full-page national advertising 
— coast-to-coast broadcasting — have 
sold the outstanding merits of 
MAGIC MAID to millions of homes. 

START TODAY — sell this profit- 
maker! Display it — feature it! Sell 
the mixer that is designed to success- 
fully meet 1932 selling conditions — 
the greatest value — the best known 
— STAR-Rite MAGIC MAID. 


*$19.95 in Denver and West. 
The FITZGERALD MFG. CO., Torrington, Connecticut 


A. Multi-speed Motor, increased power. B. Thrust Ball Bearings on each end of 
motor shaft. C. Motor tilts back to three positions. D. Permits beaters to drain 
in bowl. Tilts back to this position and forward without touching Tilting Lever E. 
E. Tilting Lever permits locking at various positions. F. Self-locking height adjustor 
to assure proper relative positions of beaters and bowl. G. Beater collars. Depress 
to attach and detach beaters. H. Thrust ball bearing permits easy revolving of bowl. 
1. New larger base and heavier upright give greater stability. J. Knurled thumb- 
screw permits detachment of motor unit to permit beating of mixtures at the stove 
or elsewhere. Also for changing height of motor for different beating purposesfand 
bowls. K. Indicates the two points that require oiling. L. New, larger, sharper 
porcelain reamer. M. New and more efficient type beverage mixer. 


ooo 


PORTABLE 


No mixer is 100% efficient 
if the mixing unit cannot 
be removed for beating 
7-minute frostings, sauces, 
gravies, etc., at the stove. 
Ask any woman about the 
importance of this feature. 
Portability is one of MAGIC 
MAID’S greatest selling fea- 
tures. 


ADAPTABLE 


The MAGIC MAID is 
quickly raised and 
lowered for mixing bev- 
erages — any height de- 
sired is obtained by 
moving motor unit up or 
down on support. Only 
the MAGIC MAID has 
this feature. 


FLEXIBLE 

The MAGIC MAID swings 
quickly from juice-extract- 
ing position back to beating 
position. There are three 
definite tilting positions No 
other mixer has this feature. 
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New Sales Opportunities - - SPECIALTIES 








73. New Room Cooler 


A blower type room cooler wit 
standard condensing unit. Dimensions 
are: 20” wide, 20” high by 22%” deep. 
It consists of a large area cross fin coil 
mounted in a metal housing with ad- 
justable air deflectors at the front and 
a special type exhaust fan at the rear; 
a special expansion valve; removable 
drip pan at the bottom with connec- 
tions for carrying away condensation, 
and with 4 lugs at the rear for mount- 
ing. All parts, with the exception of 
the fan, are made of aluminum, brass 
or copper. At the front of the cooler 
are fully adjustable air deflectors. Net 
air delivery of fan 525 cu. ft. per min- 


ute. Power consumption 60 watts. 
74. Roll-A-Way Cord 
This convenient device contains a 


super-flexible heating cord which rolls 
back and forth into a spring reel, leav- 





ing just the proper amount of cord 
needed. By bringing an adjuster disk 
into operation the cord can be locked, 
thus providing an extension cord of any 
length from 5 to 10’. Although primar- 
ily designed for use with electric irons 
it can also be used with toasters, per- 
colators and other appliances. Descrip- 
tive literature is now available. 


75. Luminous Locators 


These locators come in 2 types, a 
pendant type for pull chain sockets and 
a screw type for wall plates. The pend- 
ant type is attached by removing the 
acorn from the chain and inserting one 
of the small chain balls in the slotted 
cap of the pendant. The screw locator 


is installed by removing the regular 
holding screw and substituting the lu- 
minous screw. Both types are made in 
2 grades, one listing at 25c per piece 
and the other at 2 pieces for 25c, the 
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difference in each instance being in the 
quality of luminous material used, 
and, therefore, the quality of luminos- 
ity produced. 


76. Improved Utility Lamp 


This lamp clamps anywhere or hangs 
on the wall like a permanent fixture. 
The socket bends 
on a patent ball 
joint and the 
shade tilts to any 
position. Im- 
provements over 
former models in- 
clude taller base, 
larger and deeper 
shade and the 
addition of a top 
ornament. Height 
overall, 12%”. 
Two finishes; 
plain bronze and 
pastel green. List 
price $2.00. 





77. Air Conditioner 


A unit type air conditioner which will 
either heat or cool at the turn of a 








switch. In warm weather it will de- 
crease humidity and in cold weather 
will add moisture to the inside air. In- 
stead of restricting its sale through 
members of its present sales organiza- 
tion, its manufacturer is offering it to 
many new types of outlets. The above 
picture shows how the equipment looks 
in the nursery. 


78. Refrigerator Carrier 


It has been apparent for a long time 
that greater safety, speed and economy 
in the handling and delivery of domestic 





refrigerators could be achieved only 
through the invention of an entirely new 
handling method. This new carrier 
enables two men to handle any domestic 
refrigerator, the largest or the smallest, 
electric or otherwise, all models, all 
makes, with speed, ease and safety. It 
can be attached in less than a minute, 
the refrigerator rolled onto the truck, 
conveyed to destination and put in place. 
The carrier stays on until the job is 
done. Sold through wholesalers. Dealer 
price $26.50. 


79. Power Filter 


A new power filter unit which con- 
verts alternating current into pure, non- 





pulsating humless, direct current for 
use on telephones, sound-on-film, pub- 
lic address systems, inter-communicat- 
ing systems, clock and signal systems. 
The unit has many applications where 
straight direct current is required. 
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80. Portable Dishwasher 


This new portable dishwasher fills 
from the faucet, measures the water 
automatically, empties it electrically 
and has other essential features found 
in higher priced models. This model is 
a wonderful convenience for families of 
2 to 6. List price is $99.50. Another 
model of the same size lists at $139.50 
and there is also a large family ma- 
chine which lists at $185. 


81. Washer and Dryer 


The agitator of this centrifugal dryer 
type washer is driven by segment and 
pinion; speed reduction is made through 





belt, a large slow moving worm and a 
worm gear. Extractor mechanism con- 
nected to main gear ease with an ex- 
tension shaft. Safety control on dryer 
basket cannot start until cover is closed, 
nor open while dryer is running. Sim- 
ple, sturdy pump constantly drains 
water from dryer tub to  washtub. 
Washer and dryer tubs may both be 
emptied to sink by hooking curved, 
swivel hose nozzle of discharge hose to 
sink. Top frame die-cast in one piece, 
zine alloy; rigidly anchored to tubs by 
6 nickel plated vertical tie rods extend- 
ing down to one-piece base. List price 
$149.50. Other models from $69.50 to 
$139.50. 


82. Cigar Lighter 


This cigar lighter combines utility 
with safety and popular sentiment. It 





is the size of an old-fashioned brown 
stoneware stein and is fitted with an 
improved lighter unit which embodies a 
real safety feature. The unit is “dead” 
when set down or when lying on its side 
and is only “alive” when tilted slightly 
to one side. It is fitted with silk cord 
and attachment cap and is popularly 
priced. 


83. Low Priced Washer 


Features of 
this new wash- 
er, built to 
quality and not 
to price, in- 
clude: Armco 
iron base; two- 
coat porcelain 
tub; mounted 
on rubber; fin- 
ished in emer- 
ald green stip- 
ple; reversible, 
swinging 
wringer with 
balloon rolls; 
modern worm 
gear and ség- 
ment drive 
running in oil. A new agitator gives a 
gentle rolling motion to the water, 
avoiding tangling, twisting and bunch- 
ing of the clothes. This new washing 
principle has a tendency to raise the 
clothes in a sort of suspended floating 
position by keeping the clothes and 
water in loose relation with each other. 
List price $69.50. 





84. New Type Fan 


These fans incorporate a new idea in 
the distribution of air which provides 
an even circulation of breezes constant- 





ly all over the room. Drafts and blasts 
are eliminated. Available in 2 mod- 
els, both 12”. Four blade, constant 
speed, bronze finish fan lists at $15. Six 
blade, 3 speed model available in 
ebony and nile green with silvery blades 
and guard lists at $19. Five year guar- 
antee on both models. 


85. Turnover Toaster 


Important features of this new 2 
slice turnover toaster include: steel 
body; genuine chromium plate; heating 
unit of nichrome ribbon wire on mica 
core; ebonized fittings; full floating 
door handles; scratchless, non-skid feet; 
door stops to protect table top; black 
and white rayon covered heater cord, 
Underwriters’ approval; one piece bake- 





lite attachment cap; bakelite miniature 
appliance plug; 110-120 volts, 500 watts. 
7” high, 73%” long x 434” wide; doors 
—5y” x 4H” inside; standard package 
—6 pieces weighing 17 lbs. 6 oz, List 
price $2.95. 


86. New Tube Tester 


This tester is being offered to the 
trade through a very attractive and 
unique sales plan. It has been demon- 
strated that radio dealers can immeas- 
urably increase tube sales through the 





use of a “silent salesman” in the form 
of a tube tester. This, besides its splen- 
did eye appeal, is an extremely efficient 
device, yet is so simple in operation that 
even the average radio owner can prac- 
tically test his own tubes. The large 4” 
meter on this board has 3 readings; 
satisfactory, doubtful and unsatisfactory. 
There are 2 tests for each tube; plate 
current measurement and electron emis- 
$10n. 


87. Milk Warmer 


An automatic electric baby bottle 
warmer. This appliance is designed to 





prevent the milk from becoming over- 
heated. As soon as the correct tempera- 
ture is reached the current is shut off 
and the heating stops. 
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ERE are two 
new high 
grade Commercial Tapes— 


PANTHER and DRAGON, that RUB a E in + AR a 
are marketed exclusively through the HAZARD INSULATED WIRE WORKS 
wholesale trade. Cellophane wrapped N°4 tHe oKoNire company 34 
— individual green cores— backed by the a 
Okonite, Okonite-Callender and Hazard reputations for quality— 
they satisfy all requirements. Panther Nos. 1 and 2 are packed in an 


attractive counter display carton. The Handy Package contains ten 


rolls of Panther No. 8. Send for the Panther-Dragon booklet shown 
below. 

















HAZARD INSULATED WIRE WORKS 


Division of 


THE OKONITE COMPANY 
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DURING THE FIRST TWO WEEKS IN MAY 


114 CONTRACTORS 


SENT INQUIRIES TO US 
which should have been mailed to 
yo 


June, 1932 

















We have proved that contractors are interested 


in WHAT-a-LITE! 


WHAT-a-LITE! is the original semi-indirect reflec- 
tor that screws into any existing ceiling outlet or pendant 
socket, uses a 75 to 300-watt lamp, and gives the merchant 
really good semi-indirect illumination at about $3.00 per 
outlet. This is what it looks like— 





WHAT-a-LITE! is available in sizes to accom- 
modate lamps of from 75 to 300 watts 


This unit, designed originally as a residence The fact that we received 114 keen inquiries 


lighting "load-builder" for central stations, found 
a quick, eager market in the commercial lighting 
field. Stores, barber shops, dance halls, cafe- 
terias, meeting halls, Sunday schools—all sorts of 
places—demanded it. 


We ran an ad in "Electrical Contracting""— 
leading paper of the wiring and commercial fix- 
ture-hanging trade, and |14 contractors replied 
in the first two weeks. "This unit is a life-saver 
for us," they said. "We can't sell fixtures and 
wiring under present conditions but we can sell 


WHAT-a-LITE!" 


You need items that will sell. 


WHAT-a-LITE! sells. 


in two weeks as a result of one advertisement, 
proves it. 


We are anxious to distribute WHAT-a-LITE! 
through wholesalers. 


Call the stenog. Dictate: 
"What about 
W HAT- 
a-LITE!" 
Our reply 
will be in- 
teresting 
to you— 
and prof- 
itable. 











THE F. W. WAKEFIELD BRA 


Vermilion, Ohio. U. 8. A. 
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88. New Refrigerator Line 


A new line of 9 household models 
covering 95% of the public refrigera- 
tion requirements, and introducing such 
radically new features as the foot pedal 
operated door; the egg basket, a stor- 
age space for eggs suspended from a 
shelf and protecting eggs from break- 
age; 8 freezing speeds and defrosting 
and overload automatic switch; all por- 
celain cooling unit; sanitrays with flex- 
ible rubber grid; automatic electric 
light (porcelain models); vegetable 
crisper; semi-concealed modernistic 
hardware in chromium finish and broom 
high legs. 


89. Wedding Gift Boxes 


These new gift boxes, furnished with 
this manufacturer’s toaster and waffle 








iron, have created quite a furore among 
electrical wholesalers and retailers who 
predict substantially increased sales of 
these appliances as wedding gifts. 
Wherever women have seen the boxes, 
there has been enthusiasm. Beautifully 
designed, sturdily constructed, covered 
with green and black cellusuede, decor- 
ated in silver, the boxes lend added 
utility as well as distinction to the gift, 
for they are useful as boxes for stock- 
ings, for slippers, sewing, etc. These 
gift boxes are supplied at no extra 
charge during May and June. 


90. Grecian Water Cooler 


A new line composed of 8 models, 6 
of the pressure type, 2 of which are 
bubblers, and 2 bottle types. Three of 
the 8 have refrigerated storage compart- 
ments. Design is a modern adaption 
of the classical Grecian finished in 
Flemish golden bronze. All have legs. 
Fittings of excellent design, chromium 
plated. A feature is the pre-cooling in 


iv 
| 





the pressure type coolers. Quietness of 
operation achieved by mounting con- 
densing units on springs and rubber. 
An exclusive feature is the tempera- 
ture selector on the control panel which 
operates as overload control and shut- 
off switch combined. 


91. New Detector Tube 


This detector tube is specifically de- 
signed to overcome the weakness inher- 
ent in tubes that 
have been used as 
detectors, though 
developed for 
other purposes. 
With one auto- 
balanced set of 
elements it gives 
full wave grid 
detection with 
a minimization of 
over-loading. 
Thus it provides 
an essential self- 
governor or float- 
ing control of 
tone and quality. 
All signals, weak 
or strong, are de- 
tected and auto- 
matically adjusted 
to the most favorable operating con- 
ditions. Tone is not sacrificed with vol- 
ume nor mellowness lost through sup- 
pression. 





92. New Range 


This new range is designed to meet 
the 1932 economy market without sac- 
rificing quality. Of popular buffet de- 
sign it provides work table space next 
to the surface elements and a roomy 





utensil storage compartment underneath. 
It is fully automatic and has receptacle 
for electric timer clock. The surface 
elements are fast. Kitchen testing shows 
excellent cooking results. The model 
illustrated lists at just over $100. 


93. Table Model lroner 


Special features of this model include 
special knee control, conveniently lo- 


























cated, operates with slightest touch of 
operator’s knee; drop-leaf extension ta- 
ble; disappearing clothes rack hangers; 
large “free-wheeling” casters. Table top 
is made of 16 gauge formed steel with 
1g” x 5%” steel frame welded into one 


piece. Legs, 14 gauge steel, of attrac- 
tive design. Caster sockets rolled in 
legs; 2” rubber casters. Table dimen- 


sions, 34” long, 18” wide, 2414” high. 


94. Automatic Egg Cooker 


This egg cooker is designed for use 
in boiling eggs at the table. It has 2 





the 


and 
steaming of the eggs instead of immers- 
ing them in water. Made in 2 models, 
one holding a single egg and one with 
a capacity of 3 eggs. 


features; automatic control 




















June, 1932 


ELECTRICAL WHOLESALING 


55 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


95. Turnover Toaster 


Here is a new and exclusive design 
in electric toasters. It is an oven type 





turnover toaster that will take large 
slices of bread without trimming and 
toast them evenly and quickly. The 
nichrome heating element is mica insul- 
ated. The top and side doors are dec- 
orated in conventional design and the 
appliance is finished in rich’ chromium 
plate that will not rust or corrode. List 


price $3.50. 


96. Electric Hotplate 


This stove is constructed of durable 
sheet steel, finished light green with 
ivory colur legs, size 9” x 18” x 5%”. 110 





to 120 volts, 1100 watts. Each unit has 
an individual “on and off” toggle switch 
operating independently or both to- 
gether. It comes complete with stand- 
ard length cord with plug. List price 
$4.00. 


97. Yacht Race Display 


This boat race effect is obtained by 
mounting the yachts on a turntable 
which revolves on a glass bearing. The 
fan is set at the side of the turntable 
and its breeze directed so as to blow 
the boats around and give the racing 
appearance. The speed of the boats 
may be adjusted by turning the fan so 





that more or less wind strikes the sails. 
(hese displays are provided without 
harge to dealers ordering 20 or more 
ans. A display can also be obtained 
ith a smaller order of fans at a nom- 
ial charge. 





98. Electric Lantern 


This lantern employs a new revolu- 
tionary principle, dual-reflection. By a 
scientific combination the 2 reflectors 
produce 2 light results; either an 800’ 
penetrating beam or perfect shadowless 
spread. It is instant in application. No 
working of bulb in-and-out of focus. 
No screw adjusting. Only a flip of the 
control lever to switch from spot to 
floodlight as desired. Light is always 
in perfect focus—clean, clear and of 
great volume. There are no parts to re- 
move or replace—it is self-contained. 


99. Electric Casserole 
This new casserole has a movable 
cooking inset. The outside is triangle 
paneled. It and the cover are chrom- 





ium plated with bakelite trim and han- 
dies. The heating units are wound 
around the side walls. Wattage 425 
watts on high, 130 watts on low. Pur- 
est mineral wool fibre insulates the side. 
Also available in combination with hot 
plate. 


100. Automatic lron Display 


Actual pieces of gaily colored cloth— 
rayon, silk, wool, cotton and linen— 





adorn this display. Placed over per- 
forations, these bits of cloth admit light 
from the rear and glow with a flash of 
colors. On the shelf where the auto- 
matic irons rest are attached bits of 


cloth—one pleated, that demonstrates 
how “tapering point irons between 
pleats.” The other has a button at- 


tached that the customer may see just 
how “beveled edge gets under buttons.” 
This display is lithographed in dark 
blue, black and orange. An effective 
sales stimulator when placed in the win- 
dow and doubly effective on the counter 
where the customer can examine the 
features pictured. 


101. Surface Extension 


Through a 5’ master unit which plugs 
into the original wall outlets, one or 








more extension units may be added to 
the master unit and to each other as 
needed. Each unit provides one addi- 
tional outlet with a 5’ extension. One 
screw through the center of the outlet 
holds each unit in place. Hooks are 
provided for guiding the cord and turn- 
ing corners. The system is easily in- 
stalled and inexpensive. 


102. Auto "B" Eliminator 


This “B” battery eliminator receives 
its operating current from the regular 
“A” battery which, through the medium 
of a rotary transformer, is stepped up 
to the required high a.c. voltage, recti- 
fied, and filtered through a filter pack 
which is self-contained in the elimina- 
tor and delivers a smooth d.c. voltage 





to the radio set. The current drain is 
only 2.6 amperes, or less than that of 
a single headlight. It supplies a con- 
stant steady voltage, producing a clear- 
ness of tone for both local and distant 
stations never before thought possible 
in auto-radio. List price $30. 
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SEDI 
cS, 


OVARY 


REFLECTORS ) 








The growing demand for "Quad" out-door light- 
ing units stimulates sales. Your long familiarity 
with "Quad" quality and adaptability, and the 
smooth functioning of "Quad" service are prime 
factors in "Quad" popularity. 


"Quad" Open-Type Floodlights with adjustable 
bracket and beam projector, "Quad" Rectangu- 
lar Angle Reflectors both reversible and quick 
detachable and the new Q-D Bracket-Lite for 
area lighting—as well as the regular "Quad" 
line of R L M Reflectors—open the way to a 


‘Quad” Open-Type : long list of out-door lighting opportunities. 
adjustable bracket ail 4 re : 

eS ee Write today for descriptive circular on latest 
ee gly og "Quad" units or complete catalog. 

$20.00 complete. 


Quadrangle Manufacturing Company 
26 S. Peoria St. Chicago, Ill. 


Bracket-Lite 

Dome Re- 

flector. No. 8125K. 

-100 Watt, 12” 
List, $5.60. 


Q-D Rectangular Reflec- 
ter, quick detachable, in- 
terchangeable, reversible. 
No. 5015H. 100-150 
Watt, 8xi0. List, $3.45. 
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Your Customers 


Are Sold On 
GREENLEE TOOLS 


Harry W. Craven, a leading. contractor of 
mre be Harry W Craven 4 Evanston, Ill., found that he saved 15% to 20% 
die wom ota on labor cost with the Greenlee Conduit Bender. 


"On its first job, the Greenlee Conduit Bender 
paid for itself," says G. B. Muench of the Olive- 








Bending 1 accomplished by Muench Electric Co., Louisville, Ky. 

forcing a shoe against © at 

as oe ree y] D. H. Nicholes of Chicago is another enthusi- 

ji eel astic user of the Greenlee Conduit Bender. He 
says, "Il am pleased to give your bender my en- 


thusiastic endorsement." 





From Portland, Ore., R. C. Kenney, Manager of 





—_ > the NePage, McKenney Co., writes, "The Green- 
lee Conduit Bender paid for itself in the first 
oa BE ten days.” 


— 





Vy ou. like every other wholesaler, 


should be interested in a fast-selling, 





Saved Enough} ; a eae 
ppotharss Mtbie ile itauy ye, profitable item that has real possibilities 


Two Jobs 
to Pay for 


the Bende ee , Greenlee Conduit Bender you are of- 


even under present conditions. In the 


fered such a product. 


Every contractor on a job where |!/4”” 
or larger conduit is used (rigid or thin- 


wall steel) is an active prospect, because 





of the necessity of economical installa- 


are a good indication of what users think of the tion if a profit is to be made. 
Greenlee Conduit Bender. Since it was placed on 
the market about two years ago, the wholesalers who ‘ 
have taken it on have enjoyed a splendid sales volume If you are not now handling Greenlee 
on this practical, economical tool. And it is an easy z - 
tool to sell, too, because it is so easy to show how Conduit Benders, write us at once for 
it will save money for the contractor. It is readily . “ . 
ortable, simple to operate, and it quickly makes a | details and prices. We have an interest- 
ee that is round and true, with little or no distortion : a 
of the: metal. ing proposition for you. 


TEE. Se Re 
GREENLEE TOOL CO., Rockford, Ill. 


Knockout Punches and Cutters @ Hydraulic Conduit Benders @ Hydraulic Pipe Pushers @ Joist 
Borers @ Electrician Bits @ Bit Extensions 


i 
© 
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deere of this kind from your customers 
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103. Realistic Fan Display 


This distinctive window display is de- 
signed in pleasing colors and is unus- 
ually attractive because of a motion fea- 
ture giving the appearance of actual fan 
operation. This is accomplished by the 
use of a black and white striped, ro- 
tating cylinder that is mounted behind 
the panel and illuminated by an ordi- 
nary electric light bulb. The rotation 
of the cylinder causes progressing rays 
of light to flash across groups of holes 
punched in the fan blade area of the 
panel, resulting in a strong suggestion 
of actual blade rotation. Overall dimen- 
sions: 26”x 26”. All necessary equip- 
ment furnished. 


104. Urn Set 


One of the many features of this per- 
colator urn set is the patented emersion 
type element 
which gives one 
minute percola- 
tion at low cur- 
rent cost. This is 
one of a line of 
popularly priced 
appliances and 
educational toys 
of high quality. 
The distributor 
is assured of a profitable mark-up. Elec- 
trotypes, display material and mailing 
literature are furnished upon request. 





105. "Tap-on" Attachment 


This latest device in bakelite doubles 
the utility of any outlet. It always leaves 
an outlet available. An additional advan- 
tage for any manufacturer to use on his 





product, and a talking point for whole- 
salers. The cord set illustrated shows the 
use of “Tap-on” with extension set. The 
manufacturer will supply, free of charge, 
to any wholesaler with salesmen, a free 
sample cord set for each salesman which 





will enable their starting an order on 
entirely new items of both complete 
attachment cords and the “Tap-on” put 
up in display boxes of 12 brown and 12 
black for dealers. 


106. Appliance Display 


This com- 
pact display 
all but puts 
the appli- 
ance in the 
custom- 
er’s hand. It 
is a com- 
pelling eye- 
catcher. 
Dark blue 
steps with 
risers and 
sides of 
persian 
orange 
make an 
appropriate 
setting for 
the brilliant 
“Blue Dia- 
mio 0s * 
chromium and pastel shade of the ap- 
pliances. This display is a perpetual in- 
vitation to customers to examine and 
when an appliance is held in the hands, 
customers feel the desire to. possess. 





107. Flashlight Display 


An entirely new display of rigid con- 
Struction permits a full view of the 
flashlight cases. The display is in gold, 
green and black. It contains 6 new 








broadbeam cases that retail at 49c each. 
Made of heavy seamless tubing, they 
feature the new _  3-position safety 
switch, and end cap with garter ring. 
Furnished in black, baked-on enamel 
with nickel fittings. 


108. Cord Set Sample Case 


The sample case shown illustrates a 
few of the popular items for which 
there should be a large market. Many 
small homes are being built, others are 
being enlarged and wired for greater 
convenience and efficiency. The use of 
devices having well known brand names 
gives assurance of quality and high 
standards in material and construction. 
It takes at least as much time to install 
a sub-standard device as it does to put 





in a “branded” switch or receptacle 
which gives assurance of satisfactory 
operation. 


109. Special Iron Deal 


During May, June and July, the manu- 
facturer of this electric iron is offering 
his dealers a special free deal and 
trade-in sales merchandising plan. In 





addition to the free iron and a special 
discount, the manufacturer further co- 
operates by furnishing a complete assort- 
ment of sales literature, display helps 
and 50-50 newspaper advertising. Dis- 
tributors interested in this program 
will be given complete information on 
request. 


110. Flashlight Vender 


Now, every _ 


time you order 
a package of 


36 flashlight miaala yOuR 
batteries you TICLE 
receive a new, eed 
clean vender, 


all filled and 
ready to place 
on the counter. 
No filling or 
fussing — sim- 
ply take the 
batteries out 
when making 
a 621. “2 Bas 
standard pack- 
age of 36 cells 
is 1’ high and 
takes up only a 5” square of counter 
space. It will pay you big dividends 
for the space it uses, because this new 
vender display will sell many more 
flashlight batteries for you than ever 
before. 
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Ill. Kitchen Mixer 


Equipped with a ball bearing motor 
this kitchen mixer sells at an equivalent 
or lower price than other reputable food 
mixers, yet it has many exclusive ad- 
vantages. The mixing bowls and the 


juice extractor bowl are fluted French 
ivory which provides an attractive con- 





trast to its shiny jet black enameled 
base, its fully insulated bakelite handle, 
its chromium plated metal fittings. 
There is also the cast aluminum motor 
case and the natural fit handle which is 
so designed that it will not tire the 
wrist when the kitchen mixer is being 
used in the hand. List price $18.75. 


112. Portable Radiator 


The junior heater will warm up any 
chilly room in a hurry. It delivers “hot 
water” heat in heavy volume at great 
speed. It also embodies a special fea- 
ture which is a device within the radi- 
ator taking up the water vapor and ex- 
posing it to the circulating action of the 
fan. Naturally it supplies moist, com- 





fortable warmth. It weighs less than 
15 lbs. The radiator must be filled 
with water before being used. It is ab- 
solutely safe, no exposed heating ele- 
ment or fan. The radiator is so efficient 
that under no conditions can it over- 
heat if kept filled with water. 


113. New Design Range 


An outstanding improvement in this 
new range model, which was placed in 
roduction June 1, is the recessed panel 
n which all switches are mounted. 
ther features include aluminum lined 





oven, choice of 4 burners or 3 burners 
and unit cooker and a selection of 6 
finishes without extra charge. 


114. Novelty Lamp 


These novel lamps, since their appear- 
ance on the market two and a half 
years ago, have popularized themselves 





with electrical wholesalers from coast 
to coast. A unique process imparts life, 
actual movement and color to pictures. 
The manufacturers claim to stand alone 
in their field and, as a result, offer non- 
competitive items to their wholesalers. 
The model illustrated is one of 2 
new items which have recently been 
introduced to the trade. It sums up a 
number of improved features over pre- 
vious models. Wholesalers are invited 


to write for full information on this 
line. 
115. Egg Service Sets 
This new electric cooker prepares 


eggs exactly the way you want them 





right at your table, without timing or 
watching. Eggs are never over-done, 
never under-done —always just right. 
Boiled, poached, scrambled, steam-fried 
—whichever your preference. The serv- 


ice set shown above includes this unique 
electric egg cooker, 4 glass egg cups, 
duo-tone metal tray and poaching dish 
—all matched in a delicate shade of 
green, blue or yellow. List price $7.50. 


116. Mixer-Beater-Extractor 


In this portable combination mixer 
the motor unit tilts back to 3 posi- 
tions, the juice extractor unit is quickly 
attached by swinging motor unit into 





reverse and the motor-beater unit can 
be raised or lowered on its support for 
quick adaptability to containers of vary- 
ing sizes. Equipment includes—2 stain- 
less metal instantly removable beat- 
ers; an extra long beverage mixer; 2 
opaque glass bowls that revolve as the 
batter mixes; bowls revolve smoothly 
and easily on thrust ball bearings; non- 
tippable base is larger and _ sturdier; 
multi-speed motor has increased power. 
It is handsomely finished in jade green 
throughout. List price $19.50. 


117. Portable Humidifier 


This new humidifier is a portable unit 
which can be moved about from room 





to room with little effort. It will evap- 
orate one gallon of water in 2% hours. 
It will completely humidify the average 
5 or 6 room home in the most cor- 
rect and scientific way. It “circulates” 
steamed moisture and does not cause a 
temperature drop, which saves fuel. 
This humidifier actually draws dust and 
dirt to it—in a sense washes the air. 
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THE WIREMOLD IDEA 
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THE WIREMOLD COMPANY, Hartford, Conn. 


NOW! The LIGHTING STRIP! 


“Key Piece to the New 


y>9 


Lighting Technique! 











ERFECTLY marvelous decorative and architectural effects through “‘cove”, “built-in”, 
and “luminous-box” lighting are made easy, simple and economical by Wiremold. 
“Wiremold is literally the key,” writes a well-known lighting engineer, “‘to the effective 
and successful development of this rich new field of decorative yet scientific illumination. 
Old buildings may be literally transformed by the new lighting method—new buildings 
made more beautiful—all for the cost of a little Wiremold.” And here, we think, is a 
straight tip for wide-awake jobbers’ salesmen. 











Send for “The Wiremold Idea” giving details of the new lighting 
technique. Then help your contractor friends cash in on the 
situation. 


1100 B LIGHTING STRIP CHANNEL ~~ 
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Ic —— = >| A 
00 C LIGHTING STRIP SNAP-ON CAP 1126 PORCELAIN KEYLESS SOCKET 





FEATURES OF NEW LIGHTING STRIP! 
HE new Wiremold Lighting Strip with fittings, provides a simple, 





neat, practical and economical method of strip lighting—a method 
that makes it possible to have an unlimited number of lamps on any 
centers—from three inches up. It may be connected to regular 
Wiremold and Wiremold fittings. The method of installing is 
simple. First a string of No. 1126 Wiremold sockets are wired at 
the desired distances apart, and laid in the channel No. 1100B. 
Then sockets are locked into position by a turn of two screws. 
After which the snap-on cap No. 1100C is cut into lengths to fit 
the spaces between sockets and then snapped into position. The 
Lighting Strip may be wired and assembled in the shop before being 
taken to the job. 
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The office manager wants Ilg Ventilation to pro- 
mote efficiency when heat and humidity slow the 
work of a skeleton staff... 


yeaise @ 
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The store owner demands Ilg Ventilation to in- 
vite patronage, preserve perishables, and guard a 7 
against the usual summer slump .. . . or enti ation 
e 


Here’s your opportunity to turn 
that Sales Curve UP 


Summer is here—the mercury is mounting—people are mopping their 
brows. The time is ripe for accelerated selling of Ilg Electric Ven- 
tilators, 





You’re face to face with the best three months of the year—June, 


The factory foreman favors Ilg Ventilation be- July, and August—when the year-round demand for Ilg Ventila- 
cause it makes for a bigger and better day’s sage s i : 
work in any kind of weather... . tion is at its height. 


Ilg sales have held remarkably firm in spite of general recessions, 
and in many instances have taken up the slack in other lines of 
electrical equipment. 


Right now, Ilg’s national Spot Selling Program is lining up new 
dealers, encouraging the old ones, and promoting round-the-corner 
business in every hamlet, village, and town. 


It’s your opportunity to make your summer sales quota and iden- 
tify yourself with Ilg’s long-established policy of tying up with 
the jobber and dealer. Write for information, literature, and sales 
helps— ILG ELECTRIC VENTILATING CO., 2854 NORTH 
CRAWFORD AVE., CHICAGO. 








The housewife likes Ilg Ventilation because it 
removes cooking odors and greasy fumes and 
makes her kitchen a joy spot... .- 
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118. Commercial Unit 


This semi-indirect reflector unit for 
commercial service is conservatively 
modernistic in design, striking in ap- 
pearance when lighted. It consists of 
2 nested metal indirect reflectors 12” 
in diameter suspended together by bead 
chain from an adapter socket, and hav- 
ing a 6” translucent disk at bottom 
which transmits the desired amount of 
direct light. Like the other units in 
this line it is designed to provide 
semi-indirect illumination from drop 
cord, chain suspension or ceiling out- 
let installation at low initial cost and 
without the necessity of refixturing. 
List price $2.90. 


119. Blower Type Ventilator 

Fresh, slow-moving air is necessary 
to health. Simply throwing open the 
windows only mixes good air with bad. 





With this blower type ventilator bad 
air is removed from the kitchen and 
fresh air is drawn from the rest of the 
house to take its place. On hot, sultry 
nights one of these ventilators installed 
in the attic will exhaust that blanket of 
sun-baked air and by drawing up the 
cooler air from the floor below, pro- 
duces a_ sleeping temperature hours 
earlier. Available for both window and 
wall mounting. 


120. Visor for Projectors 


In lighting railroad yards, gasoline 
filling stations, golf practice putting 








courses, county fairs, amusement parks, 
the concentrating type of floodlighting 





projector is generally used. This pro- 
vides a spill of light near the units that 
is increased materially by the use of 
this new visor. It is attached to the top 
of the projector at any point around 
the cover. This permits mounting the 
projector with the base at the side, top 
or bottom. This can be used on pro- 
jectors of the same manufacture in 
both old and new installations. 


_ 121. Reversible Ceiling Fan 


This new electrically reversible up-draft 
down-draft, 4-blade ceiling fan is made 





in 36” and 52” sizes, both for alternat- 
ing current. The reversible switch is 
conveniently placed on the oil cup. 
Merely operate this switch—the fan 
slows down, stops and then starts to 
rotate in the opposite direction. The fan 
blades are of seasoned wood, hand 
rubbed, mahogany finish. The motor is 
finished in mahogany lacquer. The fans 
are wired for lights. The 36” fan has 
a 2-speed pull switch and lists at $42. 
The 52” fan is equipped with a 3-speed 
snap switch and lists at $52. 


122. 


For _§ short- 
range, general 
fioodlighting, 
these portable 
floodlights are 
available in 
three sizes ac- 
commodating 
75 to 100 watt 
inside frost 
lamps. They 
are easily 
mounted any- 
where — in the 
ground, on 
roofs, on pipe 
brackets or 
poles, on build- 
ing walls, etc. Each unit is equipped 
with a removable cast spike for ground 
mounting. Completely adjustable to any 
angle, horizontally and vertically, they 
are especially adapted for floodlighting 
signs, driveways, roadside signs, small 
buildings and yards. 


Portable Floodlights 





123. Reversible Ventilator 


This window type reversible electric 
ventilator is provided with an adjust- 
able frame. It is built in 2 models— 
600 r.p.m. 40 watts and 1141 r.p.m. 51 
watts. The unit has a spring suspen- 
sion motor and uses the Ventura type 











of fan. This ventilator is easily installed 
in any kitchen and will either exhaust 
foul cooking odors or bring in fresh 
air. 


Luminaire 


124. 


Answering 
the demand for 
a decorative 
fan to be used 
in homes, re- 
ception rooms, 
lobbies, private 
offices, etc., this 
is a new idea 
in fan design. 
The model il- 
lustrated is 
available in 5’ 
and 6’ heights, 
with 2 side 
lights, Floren- 
tine bronze 
and Napoli fin- 
ishes. List $39 
(less shades 
and bulbs). 
Also available 
without side 
lights. 





125. Fire Detector 


This is a compact device to warn 
against fire. It is unobtrusive, silent, 
fool-proof and plugs into an ordinary 
electric socket where it remains using 
no current until times of need. Rings 
at 130 degrees. The maker states that 
it makes a tremendous noise when fire 
comes and keeps it up, that it has no 



















soldered parts to melt in heat and that 
flame cannot impair its efficiency. Gong 
is of special alloy hot-pressed steel. 
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126. Detachable Fixture 


A new type of lighting fixture for 
kitchen or bathroom. It screws into 





the regular light socket of the old fix- 
ture same as a Mazda lamp. Takes less 
than 2 minutes to attach. No tools or 
wiring required—no fuss—no muss. 
Makes the kitchen a really delightful 
place to work in. Conforms to the ac- 
cepted standard of correct kitchen light- 
ing. Especially salable to those living 
in a rented house or an apartment. Also 
ideal for the bathroom, cellar recrea- 
tional room and other rooms in the 
house. An important sales opportunity 
for fixture dealers, central stations and 
contractors. 


127. Detachable Reflector 


This detachable lighting unit can be 
quickly and completely removed for re- 


newing lamp or cleaning reflector with- 
out disturbing any part of the installa- 


tion. There is also a detachable duct 
which accommodates with the inter- 
mediate or standard base lighting unit. 
These decidedly cooler units are de- 
signed so as to produce more and bet- 
ter distribution of the light properly re- 
tained within the case. They employ 
an entirely new, unique method of in- 
stallation that is neat, rigid and eco- 
nomical. 


128. New Suite Phone 


A new departure in telephone design 
and construction is incorporated in this 
concealed receiver apartment house 
suite phone. The speaking feature 
eliminates the use of an exposed re- 
ceiver, cord and hook switch, thus loss 
and breakage of these parts and the 
possibility of battery drainage is en- 
tirely done away with. The face plate 


sets flush with 
the wall and 
mechanism is 
mounted ina 
solid bakelite 
block. Plate 
may be finished 
in sprayed 
brass, bronze 
green, black, 
bakelite or 
French gray. 
Talking quali- 
ties of this 
phone are re- 
markably clear. 





129. Shadowless Fixture 


The new 
shadowless 
indirect fix- 
ture is a 
modern dec- 
orative unit 
for commer- 
cial and in- 
stitutional 
use. It pro- 
vides a soft, 
well - dif- 
fused light 
without 
shadows or 
glare. The 
fixture is at- 
tractively 
finished out- 
side in an- 
tique ivory 
and acid- 
etched alu- 
minum, a 
finish which blends well with the in- 
terior decoration of any room. The 
reflector has white porcelain enameled 
steel reflecting surfaces. 





130. Reversible Ventilator 


Every home, office or store should be 
equipped with some type of forced ven- 
tilation to remove smoke, fumes, cook- 
ing odors, etc. This portable window 
ventilator is reversible so that it can 
drive air out or force cool air in. It is 
adjustable to fit most windows and fas- 
tens tightly without screws. It can 





quickly be moved from room to room 
as desired. A sturdy induction type 
fan operates for 5 hours for one penny. 
This low priced, guaranteed ventilator 
should be in every home. 


131. Siren 

This new type siren is powered with 
a ball-bearing, heavy duty universal mo- 
tor. It is exceptionally free-running and 
attains maximum pitch in approximately 
4 seconds. Other features include: 
terminal box, tapped for %” conduit 
connection, cast integrally with motor 
housing; positive-locking tilting bracket; 
weatherproof construction; red, baked- 


on enamel finish. Typical applications: 
fire, riot, hold-up, general emergency 
alarms; starting, dismissal, dispatching 
signals; paging; railroad crossing; 
drawbridges; marine signals; industrial 





cranes; construction projects; clearing 
traffic lanes for police and fire vehicles. 


132. Interior Signs 
Interior electric directional signs for 
banks, offices, buildings, schools, clubs, 
garages, theatres, etc. Standard sizes 





5x 16” or 7x28”. Single or double face 
reading. Various mounting arrange- 
ments available. Made of bronze with 
either clear or opal glass. Also special 
sizes to order. For T-6% tubular lamp. 


133. Standardized Belt Drives 


For the first time in history, fractional 
horsepower drives—V-belts and pulleys 
—have been 
standardized and 
made easily and 
immediately 
available for all 
types of small 
machinery. 

These standard- 

ized drives are 

accurately engineered for any fractional 
horsepower, any speed ratio and any 
center-to-center distance. From tables 
supplied by the manufacturer it is pos- 
sible to select the complete drive, V-belt 
and pulleys, to fit specific requirements, 
thus saving an enormous amount of cal- 
culation and expense. 


134. Show Case Reflector 


An over-showcase reflector for light- 
ing jewelry, candy, bakery, perfumery, 
novelty or cigar cases when inside light- 
ing is not practical. The illuminated 
glass sign is optional, an added feature 





where both display and lighting results 
can be combined at little additional cost. 
Standard unit, length 14”, height 33%”, 
width 4”. Available in steel or brass, 
For 2 A-19 lamps. Wired complete with 
9’ cord and plug; toggle switch con- 
trol. 
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135. Hospital Lighting Unit 


This new wall unit is a dual lighting 


fixture. It provides complete indirect 
room illumination or a reading light for 
the patient or a combination of both— 
all from one fixture. This eliminates 
the ceiling outlet and saves the expense 
of purchasing and providing an outlet for 
bed lamp. It is a combination unit so 
practical that it seems to solve the 
problem of providing the effective ade- 
quate glareless lighting so vital to the 
convalescence of every patient. 


136. Aisle Light 


For schools, hospitals, hotels, office 

















buildings, theatres, individual rooms, 
halls, corri- 

dors and stair 

landings. Uses 

type S-11 lamp. | 
Box is 411/16” C4 
square by 2%” oT © 
deep; cover —__) 

- ll Jo ays oman 
Furnished in 

brass, any 











standard 
plated finish or in steel, any standard 
spray finish, or porcelain enamel. 


137. Portable Utility Light 


This portable unit is designed for use 
wherever an adjustable light-focusing 
fixture is required—in industrial plants, 





railroad shops, garages, service stations 
and for general service use. The 100- 
watt porcelain enameled steel reflector 
is mounted on an easy-rolling cast iron 
truck; reflecting surfaces, lamp and 
socket are protected by a glass lens and 
a wire guard. Telescoping stands are 


available to raise the lighting unit to a 
higher level. 


138. Show Case Assemblies 


These reflectors can be furnished in 
completely wired and assembled sets 
for showcase and wall case lighting. 
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Showcase assemblies are furnished in 
statuary bronze plate and wall case as- 
semblies in aluminum spray. Packed 
one set to the carton. 


139. A.C. Light Plant 


A new alternating current electric 
plant 110° volt, 60 cycle, single phase, 
specially designed for sound truck and 
public address equipment is made in 4 
capacities, 300, 350, 500 and 1000 watts. 





The unit consists of a gasoline motor, 
single cylinder, 4 cycle, air-cooled, con- 
nected directly to a dependable, well- 
designed, self-excited generator. This 
provides a constant voltage without 
flickering due to the well-designed 
spring coupling specially designed for 
constant smooth operation. List from 
$140 up. These units also provide 160 
volts d.c. current which can be used 
for exciting the fields of loud speakers. 


140. Synchronous Time Switch 


© O° 84s 
new_ switch 
line has just 
been added a 
type which 
really is ‘2- 
time-switches 
in one.” It 
has 2 inde- 
pendent tog- 
gle switches, 
both oper- 
ated off the 
single 24- 
hour dial, but 
each switch 
can be set for a different program. This 
switch is designed for combination cir- 





cuits such as: show window lights 
and electric signs; apartment house 
staircases, all-night lights and _half- 





night lights. illuminated painted bulle- 
tins, Neon insert and incandescent lamp 
circuits. Total switch capacity is 45 
amps. at 110 volts. 


141. Electric Time Switch 


A moderately priced, electrically 
wound, time switch, complete with con- 
tact mechanism and moulded bakelite 





connection block, mounted in a pressed 
steel case with pryouts in the bottom 
and back for 34” and %” conduit. 
Standard switch has levers for 3 com- 
plete daily operations. Main spring is 
kept wound by a constant speed a.c. 
motor. Unit has a jeweled balance with 
non-magnetic, non-rusting, temperature 
compensating, special alloy hairspring. 
Entire timing and winding mechanism 
is enclosed in a dust-proof case. Con- 
tact has a slow opening and a small 
gap. 


142. Air Circulator 


This new 2-blade 23” air circulator 
fan for a.c. is capable of stimulating the 
circulation of a large volume of air hori- 





zontally through a building. It is in- 
tended primarily for ceiling mounting, 
but can be invertea for pipe mounting 
and used as a column fan. The motor, 
guard and fittings are finished in black 
enamel and the airplane propellor type 
blade is of cast aluminum. The air cir- 
culator has a single speed toggle switch 
in motor-end-cover. The fan can be 
tilted to any position from 15 degrees 
above horizontal to 30 degrees below 
horizontal. List price $50. 
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Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 


a selected list of electrical wholesalers and specialty distributors. The figures 


show the number of reports on each item received from each zone 
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Your Competition Determines 
Your Profit 
(Continued from page 17) 
mood. He asked me what I thought 
the trouble was. I told him in about 
these words: 

“Are you ready to receive an out- 
sider’s diagnosis? Can you stand its 
frankness?” (He said he was and 
could.) ‘Here are my observations. 
You are the principal cause. Your 
relationship with competitors isn’t 
right. A few of the things that I 
know you do are: 

“Always knock your competitors. 

“Avoid industry social and group 

affairs. 

“Never boost your group. 

“Under-rate your competitors. 

“Are openly suspicious of every 

one. 

“Usually guilty of discourtesy. 

“Let your temper flare at the 

slightest cause when competitors 
are involved, 

“Ts it any wonder that each one 
thinks you are everything bad, and 
anything but ‘regular’? You, your- 
self, sowed the seed that brought to 
you your crop of personal unpopu- 
larity and reputation for competitive 
untrustworthiness.” 

Did it do any good? I don’t know. 
Mentally, he was “old and set.” He 
had been in business a good many 
years. He “knows his job.” It was 
in his nature to feel as I pictured 
him, and then to do the things that I 
knew he habitually did. For such I 
see no chance for net profits. His 
relationships are wrong. Only by the 
reverse of this wholesaler’s tactics 
can any man hope to make net prof- 
its. Profits in operating at wholesale, 
in our industry, come from intelli- 
gent internal and external coopera- 
tion. Externally, one can cooperate 
only when there exists RIGHT RELA- 
TIONSHIPS. That requires as its very 
foundation mutual sympathy, mutual 
respect, mutual fair play, continu- 
ously and constantly active. 


Right Methods Naturally, there are 
as many methods of 

bringing about RIGHT RELATIONSHIP 
as there are men to the “related.” No 
one plan is always of such a type as 
to fit elsewhere in unchanged form. 
In some cities “Local Leagues” 
were expected to accomplish this. It 
did in several instances, but only for 
electric light and power companies. 
Usually “Leagues” were formed to 
provide a vehicle for easy and effec- 


tive contact by central stations with 
other branches of the industry. Many 
succeeded. But few leagues proved 
to be the exactly right vehicle for 
wholesalers. 


New York City, Chicago, New 
York State, Seattle, Detroit, St. 
Louis each attempted to solve the 
question of RIGHT RELATIONSHIP in 
different ways, and with varying 
success. 

Whatever the method, it must be 
gaited to allay suspicion. “Suspicion” 
has always wrecked profits in every 
country throughout the ages. Until 
we find a plan that extends whole- 
hearted confidence to a group, or to 
an individual who functions for the 
group, net profits are going to vanish. 
In other words, methods can only be 
RIGHT METHODS when confidence is 
built and maintained. When you 
build confidence within your own in- 
ternal organization, you select, train, 
handle, stimulate and pay your men. 
If each step is well done you have 
the sympathy, respect and liking of 
each member. If your problems were 
all INTERNAL net profits would be 
certain. But you also have EXTERNAL 
PROBLEMS. But since competitors are 
the obvious evidence and focal points 
of these external problems, you have 
“humanics” with which to deal. Com- 
petitors are men. They are as human 
as you are, perhaps more human. 
They react to the influences exactly 
as you do. They enjoy fellowship. 
They need and want NET PROFITS. 
They know as well as you do that the 
law is a barrier that must be ob- 
served. Yet they are quite willing to 
ask a fair price for their goods and 
service if they can feel reasonably 
certain that you are also going to 
try to ask a reasonable and fair price. 
If competitors fear that you are 








Police Scout Car Sells Receivers: Hugh 
Snyder, sales manager of the Southern 
Electric Co., “Sparton” distributors of 
Staunton, Va., recently toured his terri- 
tory with this car equipped with a 
multi-wave receiver. Demonstrations to 
police officials resulted in two imme- 
diate sales. 





going to make them ridiculous to 
buyers because you do not have faith 
in them, or do not understand simple 
business practices then they are going 
to do to you first, what they fear you 
may do to them. This isn’t a new 
viewpoint. Ever since competitive 
bartering took form, this has existed. 
But where intelligence has formed 
that mutual FAITH in competitors, 
confirmed as to its quality and con- 
stancy, time and time again it has 
resulted favorably. Lack of coopera- 
tion; lack of right methods to bring 
about the effective kind of confidence 
that believes a competitor before ac- 
cepting the poker-playing buyer’s in- 
nuendo, or even some buyer’s “confi- 
dential lies,” these are marks of lack 
of intelligence. 

RIGHT METHODS must be found. 
If you are going to stay in business 
be ready to lose some sales in order 
to make profits, 

Let your competitor know that you 
are aware that there exist accounts 
where said competitor can take busi- 
ness from you on an even basis. If 
you don’t concede that how can you 
expect him to believe that in certain 
places YOU CAN SECURE ORDERS 
WITHOUT BEING LOW MAN? You 
must first give before you can get. 
That spirit when put to work will en- 
able you to find RIGHT METHOps. But 
don’t expect it to work in a day, a 
week or a month—perhaps it may 
take several years. Men don’t change 
quickly. And remember, too, that it 
takes good intentions plus actions to 
convince unwilling competitors. Con- 
sidering the universally expressed 
lack of complete confidence existing 
any percentage of gain is a decided 
step forward. 

Methods are right which to even 
the smallest degree bring about better 
feeling, a little more faith, a little 
more sympathy, a bit more respect, 
even a small increase in fellowship 
among local competitors. 

I know of no other formula for 
getting net profits in these days when 
our competition controls our profits. 


Discussion 

MicHaeEv Ert, president, Michael 
Ert, Inc., Milwaukee, and past presi- 
dent, R.W.A. 

“T believe that this article should 
go to every electrical wholesaler and 
every electric league member as well 
as the radio wholesalers in this city 
and state. We are endeavoring just 
now to unite all the different mem- 











June, 1932 


ELECTRICAL WHOLESALING 


67 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


bers of the electric industry but doubt 
whether we will be successful. If 
everyone knew Mr. Wolfe, under- 
stood his sincerity, and could read 
his article, no doubt, the amalgama- 
tion would be easy.” 

H. A. BAITENGER, president, Bait- 
enger Electric Co., New York City, 
and chairman, Free Lance Group, 
N.E.W.A. 


“Because our competitors set our 
prices it behooves us to form distrib- 
utor groups in every trading area in 
order to engender a better under- 
standing among those in the various 
sections, to develop faith, confidence 
and respect for another to the end 
that we may confide in one another 
regarding the conduct of business, 
specially credit ratings of the ac- 
counts we cater to, and interchange 
our experiences with these accounts. 
Without faith, confidence and respect 
one for another no group can flourish 
and be successful. We are then also 
in a better position to discuss over- 
head in our locality and the profit 
necessary to put our institutions on 
a paying basis. 

“I hope therefore that we will 
from now on hear more about local 
group formations and activities and 
through these associations arouse a 
greater interest in the N.E.W.A. to 
which body we turn for a solution 
of our national problems and policies. 

“In this period we are often con- 
fronted with the competitor whose 
usual cycle of trade is at a standstill 
and who for his self preservation 
seeks other channels, for which he 
cannot be hated, but does so on the 
basis that he must quote at about 
cost in order to break in on the ac- 
count. Then too, we must meet the 
competition from the commodity dis- 
tributors other than electrical such as 
radio, hardware, furniture, plumb- 
ing and jewelry, who are seeking to 
build up their declining sales. 

“This time is not one of comfort 
for the order taker or the sluggard 
for they are lost in the scramble to 
obtain the little business which is to 
be placed. 

“The manufacturer more than ever 
realizes the value of the wide awake, 
energetic and financially sound dis- 
tributor and is seeking to make con- 
tact with him so that he may secure 
distribution on a more general scale. 
He knows that this can be done more 
economically by the distributor than 
through his own organization. The 





Vacationing in Florida: N. Gertler of 


the Gertler Electric Co. New York 
City, apparently did not hear of the de- 
pression for here he is vacationing at 
Miami Beach. 





wholesaler knows the territory and 
customers, knows the possible out- 
lets for the commodities and also 
takes the financial risk, 

“The wholesaler has many oppor- 
tunities today to increase his sales if 
he will tie in with the present nation 
wide campaign on ranges, refrigera- 
tors, food mixers, air conditioning 
and ventilating equipment. He can 
also increase his sales by showing 
more interest in the electric tool field, 
95 per cent of which business is be- 
ing placed in hardware and tool spe- 
cialty institutions instead of through 
the electric wholesaler. 

“The credit situation is one which 
we must all watch most zealously for 
we often find institutions which, 
although in business many years, 
now are not in good financial stand- 
ing.” 


v 


Where Can Good Dealers Be 
Found? 
(Continued from page 21) 

this class—men who have gained in 
some other business a degree of mer- 
chandising skill and sales aggressive- 
ness which can be extended to cover 
also an electrical product where the 
same characteristics are needed, along 
with the required operating capital. 

Besides following definite leads 
which will be suggested by the three 
questions used as a guide by the 


radio representative referred to, the 
live salesman will, of course, keep his 
eyes open for any other promising 
leads that may be developed during 
his interviews. 

Like the good insurance salesman, 
the wide-awake wholesale represen- 
tative on the trail of a dealer never 
wastes an interview if he can help it. 
If there are reasons why he can’t sell 
the prospective dealer on whom he 
has called he tries to get from him 
information that will either lead to 
someone else—or will help him in a 
better presentation of the opportunity 
to the next prospect. 

In addition to what he can do on 
his own initiative, every live whole- 
sale representative enlists, if neces- 
sary, the aid of others who would 
have a stake in seeing his line in the 
hands of an active and skilful mer- 
chant. 

Among the more obvious in this 
last group are: the central station, 
the representatives of the finance 
companies, the newspaper advertising 
men and the more merchandising- 
minded bankers. 

In the May issue we considered 
how the electrical wholesale repre- 
sentative can analyze the proposition 
he offers a dealer and get its sales 
points clear in his own mind. 

In this issue we have just given 
some thought to the locating of the 
right sort of dealer—finding the peo- 
ple to whom we want to present our 
case. 

The next logical step is to consider 
how your case can best be laid before 
a new dealer. “Planning and making 
the first sale to a dealer,” will there- 
fore, be the subject of this “clinic” 
for July. 

In the meantime, I suggest that at 
those points where you are confront- 
ed with the necessity for locating 
new retail outlets, you make use of 
the “yardstick” and the three ques- 
tions quoted in this issue. Do that 
every chance you get until you have 
worked out a procedure which ex- 
actly fits your needs. - 

Details of application must neces- 
sarily be left to your analysis of your 
own problem, and the writer will be 
very much interested in your experi- 
ence with adapting to your own use 
any of the fundamentals discussed in 
this series. 

Incidentally, there is nothing better 
than writing out these experiences as 
a means of registering in your mind 
a clear picture of your plans. 
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Analyzing Your 

Business for Profit 
(Continued from page 23) 
to sell themselves to those manufac- 
turers whose lines they wish to se- 
cure. Where your present manufac- 
turer of any commodity fails to meas- 
sure up on your commodity analysis 
sheet—find one that does qualify and 
go after his line. 

In this issue ELECTRICAL WHOLE- 
SALING presents a special exhibit of 
new products and displays. of over 
100 manufacturers. The purpose of 
this exhibit is to put you in touch 
with manufacturers of lines which 
you can profitably take on in addition 
to your present lines or to replace 
lines which your analysis has shown 
to be unprofitable. 


Vv 


Osgar Pliers Hops on the Range 
Band Wagon 
Dear Mr. Editor: 

Well things is looking better—and 
let me tell you why. Bill Sanders 
was in today from the Cash and 
Carry Supply Co. and I was in the 
market for some No. 12 as I was 
doing a wiring job in Lem Johnson’s 
Palace Five and Ten Store and I 
says “what is the price today”, I 
says, ‘on a hundred feet of No. 12” 
and he quotes me a price and I says 
“Thats high” and he didn’t call up 
his office but starts to sell me about 
the market going up and quality of 
the wire and Im telling you thats 
news and a sign things is better. 

Well it looks as tho the industrys 
all haired up about a range campain. 
Well we certainly go to extremes in 
this here electrical biusness, first there 
is the refrigerator drive and we put 
that over cold and now its ranges we 
is all hot about. And the way these 
bozos sling figgers around is nobodys 
biusness. Smitty from the Hot & 
Cold Range Co. was in last week 
with his order book out and talking 
car load orders for 18 inch oven 
ranges with automatic dishwasher at- 
tachments. 

“Im a contractor, not a range sales- 
man” I says. 

“Your telling me”, he says. 

“Well thats settled” I says. 

“Say” says he, “do you know how 
much money is going to be spent” he 
says “on range advertising in the 
next 3 years” he says. 

“Your asking me” I says. 

“And Im telling you” he says— 
“(six million) $6,000,000 dollars.” 





“Well, thats a lotta jack” I says, 
“even if they dont spend it”. 

Well we argue around but I dont 
buy no ranges. 

Two days later Henry Overlee of 
the King and Queen Stove Co. drops 
in and we go thru the same discusion 
and finely Henry says— 

“Osgar” he says “do you know 
how much the industry is going to 
spend in advertising” he says “in the 
next 3 years” he says. 

“Sure” I says, “it is (six million) 
$6,000,000 dollars” I says. 

“Well, well” he says, “lissen to lit- 
tle Bright Eyes” he says “(six mil- 
lion) $6,000,000 dollars—Ha, Ha” he 
says. 

“Go on and laugh” I says, “I think 
its a lotta baloney to” I says. 

“Well if you must know” he says, 
“it aint (six million) 6,000,000, its 
close on to (nine million) 9,000,000” 
he says. 

“How close” I says. 

Well we had a argument which 
wound up in me sticking to perco- 
lators and wafle irons, but Im telling 
you it wasnt more than a day before 
Wally Armstrong was in talking 
ranges. You know Army—theres a 
high pressure boy if they ever was 
one. 

“Wait a minute Army” I says 
“your going to ask me how and the 
hell much do I guess” I says “the 
range boys is going to spend in ad- 
vertising”’ I says, “and Im going to 
spoil your whole morning by guessing 
the answer before you ask it” I says 
—‘Its close on to (nine million) $9,- 
000,000 dollars,” I says, sticking out 
my chest. 


“Well Osgar” says Army, “Your 
wrong again as usual” he says “who 
and the hell do you think the range 
boys is” he says “a bunch pikers. 
Close to (nine million) $9,000,000 
dollars” he says, “your a poor judge 
of distance to” he says, “why (nine 
million) $9,000,000 dollars wont 
print the stuffers we is going to use” 
he says. “Close to—” 

“Alright” I says, “alright, if it aint 
close to (nine million) $9,000,000 
dollars” I says, “what and the h--ell 
is it close to”. 

“Well, if you must know” he says 
“its something over (fifteen million) 
$15,000,000 dollars” he says. 

Then Amy, who back B.C. was my 
secretary but who now is typist, or- 
der clerk, file girl, stock keeper, waits 
on trade and does the errands hears 
the argument and hands me a letter. 

“This just came in, Mr. Pliers” 
she says, and “I thot youd like to 
show it to Mr. Armstrong” she says. 

“The letter is from the Noiseless 
Range Co. and I read it to Army— 

“Dear Mr, Pliers; 

Now is the time for live wires 
to get aboard the Range Band 
Wagon. 

Do you know how much is go- 
ing to be spent to advertise and 
promote the sale of electric ranges 
in the next 3 years? 

Of course you don’t. 

Let us tell you— 

Close to 20 million dollars—” 
“Well, Army” I says, as I put 

down the letter, but Army was gone. 

Hoping you are the same, 

Respectively, 
OsGaR PLIERs. 





Pe g 


Philadelphia Distributors Holds "Mayflower" 
for their dealers at the Bellevue Stratford Hotel. 





Refrigerator Show and luncheon 
Top row, left to right, 


are: Harry P. Koons; David C. Freeman; Jacobus DeVries; Raymond J. Boldt; 
Joseph Hugh Kovall; Claude W. Kohl; Russell S. Mauger, and Frank Frambes. 
Bottom row: Earl Richardson; Harry Rheiner; Robert A. Bartley, sales man- 
ager of Philadelphia Distributors; Harry J. Hunt, president of the Trupar Mfg. 
Co.; Harry A. Ellis, president, and Albert E. Hughes, vice-president of Phila- 


delphia Distributors, and Arthur B. Wertheim. 
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| STARTLING 
NEW FEATURES 
in the 
Hamilton Beach 
NEW Combination 
Food Mixer... 





Price includes food mixer, juice extractor, 


J | ! ! i malted-milk mixer, and two French ivory bowls. 
ae 


(RETAIL) $20.95 west of Rocky Mountains 


Tue Hamilton Beach New Combination 
Food Mixer leaves all other food mixers 
way behind in efficiency, performance, con- 
venience. These eight outstanding fea- 
tures, vastly important in the kitchen, are 
also important to you in making sales: 


1. Portable. Can be used at stove or table, in 
any bowl or pan. 

2. Bowls revolve automatically at controlled 
speed. 

3. Mixer tilts back to let beaters drain into 
bowl. 

4. Guarded beaters, easily removed. 

5. Sanitary juice extractor with bowl free 
from unsanitary mechanism, and with remov- 
able strainer. 


6. Beaters automatically adjusted to bottom 
of bowl. (No unchangeable placement—no need 
to raise or lower.) 


7. Single agitator for mixing drinks in a glass. 


8. Patented wormgear drive. It combines 
ample, quiet power with light weight. Hamilton 
Beach motor built to give 5, 10, 15 years’ service. 


Here is a food mixer that will put new 
life into the electric appliance business. Its 
retail price is a stimulus in itself. Our 
100% price maintenance assures you and 
your retailers ample profits. Large 6-color 
window card and attractive folders are 
ready for your trade. The Hamilton Beach 
Manufacturing Company, Racine, Wis- 
consin. Subsidiary of Scovill Mfg. Co. 


HAMILTON BEACH 





Portable . .. The Hamilton Beach Mixer is 
light weight, it lifts easily off the stand, and 
can be carried anywhere in the kitchen, to 
the stove, to a table, and used with any 
bowl or pan. In the illustration above, the 
beaters are mixing 7-minute icing in the 
double-boiler, while it cooks. 


Watch all the juice come out of oranges, 
lemons, limes, grapefruits. Pulp and seeds 
strained. Bowl, seed strainer, spout, come 
off easily for cleaning—a sanitary feature 
women respect. Important note: The juice 
extractor can be left on or off when the 
mixer is used. 


Illustrated at extreme left: Another 
thoughtful convenience. The beaters tilt 
back, to drain into the bowl. 
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The Wholesaler's Part in the 
Range Plan 
(Continued from page 19) 
and adequate gross margin to provide 
for all the necessary elements in suc- 
cessful range selling on the part of 
distributors and dealers. Ranges 
must be properly demonstrated be- 
fore and immediately after the sale, 
and service must be available at any 
time thereafter. Adequate salesmen’s 
commissions must be provided. The 
thorough training of salesmen is par- 
ticularly important while ranges are 
in the promotional stage. 

The range manufacturer, through 
highly specialized wholesale distrib- 
utors, must provide for the set-up, 
training and direction of these spe- 
cialty dealers and their salesmen. 

Ranges, therefore, cannot be suc- 
cessfully sold on a price basis. In- 
telligent, enthusiastic and persistent 
sales promotion exerted by an ade- 
quate man power is more important 
than price. Most people would not at 
the present time buy electric ranges 
at even one-third of the present 
prices, because they are not sold on 
electric cookery. In order to pro- 
vide salesmen with an enthusiasm, 
as well as persuasive sales story—to 
capitalize on the full and distinctive 
advantages of electric cookery—they 
must have all the features which go 
with high grade ranges. In order to 
provide sufficient gross dollar mar- 
gin only the better grade ranges 
should be promoted. I have already 
indicated that the manufacturers re- 
alize this and are endeavoring to pro- 


vide for it in the quality of their 
ranges and in the margin provided. 
It is believed that utility merchan- 
dise managers who have been price 
minded and who now want to have 
the dealer brought into the picture 
will also appreciate it, and will co- 
operate, 

We have a strong story to tell on 
electric cookery and the plans of the 
National Electric Cookery Council 
will aim to sell the idea and the serv- 
ice of electric cookery as provided by 
the range, rather than to sell the 
range itself. Their story will stress 
(1) modernity, (2) cleanliness, (3) 
convenience, (4) coolness, (5) econ- 
omy, (6) released time, (7) cer- 
tainty, (8) better food, (9) health, 
(10) safety. 

One of our most serious handicaps 
is that as a whole the industry itself 
is not “sold” on electric cookery. We 
cannot get the wholehearted support 
of the industry, or the contagious 
enthusiasm so essential to the suc- 
cess of the plan, unless every elec- 
trical man and woman comes to ap- 
preciate and believe in the electric 
range. They need to be convinced 
that electric cookery is fast and 
economical. In the areas where elec- 
tric cooking will be promoted—which 
now includes 13,000,000 wired homes 
—where they have cooking rates, the 
average monthly bill is $4.55. That is 
only one dollar per month per per- 
son, Or one cent per meal per person. 
There is a saving in shrinkage of 
meat. There is less spoilage. There 
is a very substantial saving in re- 








"A Good Time Was Had by All": So said Jim Mullins, center, known as 
“Moon”, of the Kansas City Electric Supply Co., who was entertained at the 
Union picnic by Elmer Clark, left, of the Crescent Electric Co., and Guy Berk- 
holder of the Berkholder Electric Co. in Kansas City, Mo. 


decoration and cleaning of walls and 
curtains. Because of the savings and 
advantages of electric cooking a full 
featured range will pay for itself 
in a short time. 

Just as electric lighting has super- 
seded other forms of illumination so 
electric cookery will supersede other 
forms of cooking, because of the 
advantages of electric heat as com- 
pared with flame and fuel heat. 
Furthermore, public acceptance has 
already been secured for electric 
cookery in those localities where elec- 
tric ranges have been intensively pro- 
moted, and the saturation of range 
users in some large cities is as high 
as 30 per cent and in the state of 
Idaho as high as 57 per cent. Na- 
tionally, however, we have only five 
per cent saturation. 

Thirteen million homes now have 
electric rates and before the cam- 
paign is over there is every reason 
to believe that cooking rates will be 
available everywhere. Four million 
out of the thirteen million have no 
gas. Then there is an annual market 
for 3,000,000 new cook stoves of 
some kind, mostly replacement. The 
Range Plan is sound. Leading men 
in the industry believe in it and hard- 
headed manufacturers have agreed 
to finance it. 

To sum it all up:—with the won- 
derful product and tremendous mar- 
ket opportunity—with this sales and 
advertising program put into execu- 
tion, and with all the branches of in- 
dustry cooperating as we have out- 
lined—it is reasonable to believe that 
we will not only reach our objec- 
tives, but even go beyond them. 

Let’s do the job! 

Let’s make American 
MODERN! 


cookery 


Discussion 

Epwin M. GraHaM, vice presi- 
dent, National Electric Supply Co., 
Washington, D. C., and chairman, 
refrigeration committee, N.E.L.A. 

“T think that the Range Merchan- 
dising Plan now being actively pro- 
moted will constitute one of the most 
forward steps which the electrical in- 
dustry has taken for a number of 
years. We have thought so much of 
it, here in Washington, that the en- 
tire activity of the local Electric 
League is concentrated upon the pro- 
motion of the Electric Kitchen. In 
addition to that, the power company 
is putting more effort on this Electric 
Kitchen idea than they have ever 
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Electric Clock Without Gears: Using a 
rotating magnetic field instead of gears, 
research engineers of the Westinghouse 
Electric and Mfg. Co. have developed 
a clock that has only four moving parts. 
One revolves once each second, the next 
once a minute, the third once an hour 
and the fourth operates the hour hand 
at two revolutions a day. The face of 
this gearless timekeeper has been re- 
moved, in the illustration, to make the 
working parts visible. 





done before on any sales promotional 
plan. Every branch of the industry 
is, undoubtedly, interested in coop- 
erating to the fullest extent to assure 
its success. 

“In the past we have had such ac- 
tivities as the Red Seal Wiring Cam- 
paign, the Commercial and Residen- 
tial Lighting Promotion and other 
similar enterprises. We feel, how- 
ever, that in the Electric Kitchen we 
are concentrating upon the part of 
the home on which little has been 
done up to the present time. Not 
only does it benefit the dealer or dis- 
tributor who directly sells the spe- 
cialty merchandise which is placed in 
the kitchen, but it, also, naturally, 
adds greatly to the load of the power 
company and requires for its instal- 
lation a large amount of additional 
Wiring as an inducement to the con- 
tractor. In no other activity have 
so many of the various branches of 
the industry been directly affected. 

“It is a pleasure to note the com- 
plete and concise thought brought 
on this subject by Mr. Mauger and 
his paper cannot help but be an in- 
spiration to others in the electrical 
industry.” 

Vv 


Electric Kitchen Campaign 
Sponsored by N.E.W.A. 


Upon the recommendation of both 
its refrigeration and household appli- 
ance commitees, the N.E.W.A. plans 
to actively sponsor and promote a 
ation-wide activity among its mem- 
‘rs to modernize and electrify the 
kitchen, 
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While emphasis in the past has 
been placed on completely electrify- 
ing the entire home, little has been 
done up to this time in an effort to 
emphasize the specific advantages of 
completely electrifying kitchens. 

The equipment for such a kitchen 
will include such appliances as re- 
frigerator, range, dish washer, water 
heater, ventilating fan, mixer, clock, 
etc., and to meet a demand for these 
appliances will necessitate, in addi- 
tion, a vast amount of wiring with 
the consequent sale of wiring devices. 

The Association is preparing to 
furnish to its members plans for such 
an activity in each locality through 
enlisting the aid of their electrical 
leagues and clubs, the power com- 
panies and all other electrical agen- 
cies. It is believed that concentrated 
effort upon the builder of new homes 
will most quickly produce tangible 
results, and under present depressed 
conditions of the building industry, 
builders will welcome any new idea 
which will aid them in the sale or 
rental of their properties. 


Vv 


One Year Guarantee 


Recommended by N.E.M.A. 


The refrigeration division of N.E. 
M.A. has adopted as recommended 
practice a uniform warranty. This 
warranty is as follows: 

“The Corporation warrants to the 
original purchaser the refrigerating 
equipment sold by it and all parts 











thereof to be free from defects in 
material or workmanship under nor- 
mal use and service. The Corpora- 
tion’s obligation under this warranty 
shall be limited to replacing any part 
of said refrigerating equipment 
which proves thus defective within 
one year from date of original in- 
stallation, and which the Corpora- 
tion's examination shall disclose to 
its satisfaction to be thus defective. 
This warranty is in lieu of all other 
warranties expressed or implied and 
of all other obligations or liabilities 
on the part of the Corporation, and 
it neither assumes, nor authorizes 
any other person to assume for it, 
any other obligation or liability in 
connection with the sale of said re- 
frigerating equipment or any part 
thereof. This warranty will not ap- 
ply to said refrigerating equipment 
or any part thereof which has been 
subject to any accident, alteration, 
abuse or misuse. 
Vv 


Delinquent Accounts 

The accompanying tabulations 
show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electric Credit Association 
by member manufacturers and whole- 
salers through its various divisions 
for April, 1931 and 1932. Also 
these figures are shown for the first 
four months last year as compared 
with the first four months of this 
year. 


COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
APRIL 30, 1932 


NUMBER OF ACCOUNTS REPORTED 
oO 

















70 % 
Increase Increase 
April or 4 Months or 
Division 1931 1932 Decrease 1931 1932 Decrease 
NOW MOMs <a ces 346 212 —38.7% 1161 925 —20.3% 
Middle & Southern Atlantic 
SHRM ie add cece eecd 121 101 —16.5% 533 470 —11.8% 
New Beetand ©. ....3.n0cis 105 106 + 9% 391 480 +22.7% 
CN 6. elie sc ie eee 686 542 —21. % 2638 2150 —18.5% 
fy ody) repent 1258 961 —23.6% 4723 4025 —14.8% 
TOTAL AMOUNTS REPORTED 
% % 
Increase Increase 
April or 4 Months or 
Division 1931 1932 Decrease 1931 1932 Decrease 
New: Wotle 33 .53:34 $ 31,598 $22,041 —30.2% $147,506 $ 92,049 —37.6% 
Middle and Southern 
Atlantic States.... 14,674 7,616 —47.4% 71,547 41,829 —41.5% 
New England ...... 9,407 5,092 —45.8% 35,802 36,684 + 2.5% 
CO oo 55s Patric 57,164 36,954 —35.4% 241,439 165,958 —31.3% 
fof 7 Sree $112,843 $71,703 —36.5% $496,294 $336,520 —32.2% 
AVERAGE AMOUNTS 
1931 1932 1931 1932 
Dee ON 2ooru a, o eee ess de Obs ok eee $ 92 $104 $521 $420 
Middle and Southern Atlantic States.......... 121 75 532 370 
Pe Tg tN Sas. KR FEES a be cue dus 90 48 341 298 
SE oS cen cheek s.s bi toas Dies Se Abd wae 83 68 365 312 
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Many Improvements in New Sets 
Displayed at Trade Show 


Distributors and dealers from all 
parts of the country attended the 
eighth annual convention and trade 
show of the Radio Manufacturers 
Association held at the Stevens Ho- 
tel, Chicago, May 23-26. While the 
attendance was smaller than in previ- 
ous years, this was largely due to the 
fact that many concerns sent only a 
single representative. It is estimated 
that about 300 distributing organiza- 
tions were represented. 

While many low priced sets were on 
display, emphasis was placed on qual- 
ity models incorporating many of the 
newer features such as noise control, 
automatic volume control, twin speak- 
ers, visual tuning, tone boosters and 
all-wave models. Many of the new 
sets have been designed around the 
new 2.5 volt tubes and the new mer- 
cury vapor rectifier. 

As the exhibit at the Stevens was 
limited to R.M.A. members, abaut 
75 non-member manufacturers held 
room exhibits at the Congress Hotel. 
These exhibits included refrigerators, 
washing machines, vacuum cleaners, 
heating appliances and several types 
of air conditioning equipment. 

Fred D. Williams, president of P. 
R. Mallory and Co., Inc., of Indian- 
apolis, Ind., was chosen as the new 
president of the R.M.A. Other offi- 


cers were elected as follows: first 
vice-president, Harry A. _ Beach, 
Stromberg-Carlson Tel. Manufactur- 
ing Co., Rochester, N. Y.; second 
vice-president, Meade Brunet, R.C.A. 
Radiotron Co., Inc., Harrison, N. J.; 
third vice-president, Leslie F. Muter, 
Muter Co., Chicago, and treasurer, 
E. N. Rauland, Rauland Corp., 
Chicago. 

In his convention address, the in- 
coming president urged that manu- 
facturers give more attention to their 
merchandising plans. “We must get 
behind our common interest to sell 
more radio sets to the public,” he 
said. “We must do this through a 
sales manager committee dominated 
by our set and tube members. They 
will be charged with the responsi- 
bility of finding out how to sell ra- 
dios and if they, with their interests, 
cannot find a common slogan or a 
common thought as some of the other 
trade associations have, I think radio 
needs some new trade managers. 


“Launching of new products has 
been done by the haywire method— 
without any rhyme or reason, but our 
greatest fault is, I believe, that we 
have aliowed merchandising plans to 
lie dormant and have failed to correct 
trade evils. We have not thought 
about merchandising plans, and we 
find that other industries, our com- 
petitors, have beaten us to it.” 








Wins First Prize in General Electric Lamp Contest: J. 


lamp manager of the Tower-Binford Electric and Mfg. Co., Richmond, Va. 


H. O’Brien, 


general 
manager, left, R. C. Nash, and H. B. Chamberlain of the Continental Division, 
Incandescent Lamp Department of the General Electric Co., and W. T. Buckner, 


Mr. 


Chamberlain is presenting the General Electric refrigerator to Mr. Buckner as 
first prize in a contest for all G. E. Mazda lamp distributors of the Continental 
Division. The contest was based on securing new lamp business, increased lamp 


sales, and subscriptions to the G. E. lamp display service. 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 








Find Charts Effective: s. B. Weil, leit. 
and Sidney Long of the Electric Supply 
Co., Birmingham, Ala., find charts effec- 
tive in analyzing their business. Helpful 
conclusions are drawn through compar- 
ing curves on charts showing purchases, 
sales, collections and overhead. 





The Jobber 
Remember the days 
Back on the farm 
When we wanted something 
Quick from town 
And went to the dealer 
Who looked up and down 
Returned with a frown 
And said “I am ‘out’ 
But without doubt 
I can get it 
Quick as a jiffy 
From the jobber 
Up at the city” 

. and did. 


The jobber pioneered American 
merchandising. He carried stocks; 
paid his bills; his “travelers” strug- 
gled with muddy roads in spring and 
fall, frozen roads in winter, hot, 
dusty roads in summer—but got 
there; ate every kind of “home cook- 
ing” and often slept three in a bed. 
His customers ignored the cash dis- 
count but took it and paid when they 
pleased. Through it all he.has kept 
modern. Thoroughly in touch with 
conditions; he is flexible to the trend 
of the times while steadfast to prin- 
ciples and policies. He has stood 
solid and firm during wars, panics 
and depressions. Keeps in advance 
of a rapidly changing civilization. 
He is doing a wonderful job. 

We endorse a strictly 100% job- 
bing policy. 

(Dedicated by George J. Seiss 
president, The Seiss Manufacturiny 
Co., Toledo, O., to the American 
Jobber.) 
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Tuts VALUABLE VENTILATION BOOK 
Is Yours Without Cost 


END for your copy of the new American Blower 
Ventilation Guide today. 


It is a complete, up to the minute technical data book 
and reference guide for the solution of practically every 
ventilation problem — arranged in convenient form— 
simple and easy to understand and follow. 


Contains helpful sales information, installation methods 
and data, charts for figuring duct work, air change in- 
formation. Shows how to select proper equipment, how 


to figure air changes and gives a wealth of facts and 
figures in chart and diagram form, with numerous illus- 
trations of equipment and installations. 


Help yourself to better business and greater profits in 
selling electric ventilation this year. Mail the coupon 
for your copy of the Ventilation Guide and see that 
each of your dealers has one. 

AMERICAN BLOWER CORPORATION, DETROIT, MICHIGAN 


CANADIAN SIROCCO CO., LIMITED, WINDSOR, ONTARIO 
BRANCH OFFICES IN ALL PRINCIPAL CITIES 








HEATIN NG. DRYING MECHANICAL DRAFT 


American Rlower 


a .. 













AMERICAN BLOWER CORPORATION, 6000 Russell St., Detroit, Michigan 
Please send my copy of the Ventilation Guide, without obligation on my part. 


Name 
Firm 
Address 
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Views of Our 


Readers 





Commodity Classification Wins 
Approval 
To the Editor: 

Your classification of commodities 
seems to me to be a splendid idea as 
it has been rather confusing in the 
past as to the actual differentiation 
between the three different groups. I 
wonder if you would let me have a 
dozen additional copies of this re- 
print so that I may be sure that the 
various Divisions and Sections inter- 
ested in domestic commerce work 
will be supplied with copies. 

MARSHALL T. JONEs, Chief 

Electrical Equipment Division 

Bureau of Foreign and 

Domestic Commerce. 
Washington, D. C. 


To the Editor: 

I believe your Standard Classifica- 
tion of Commodities as finally com- 
pleted will meet general approval in 
the industry and I believe you have 
acomplished a very useful work in 
undertaking and carrying it through 
to completion. 

J. H. Garpiner, 
Sales Statistician 
Graybar Electric Co. 
New York City. 
To the Editor: 

I wish to thank you for the reprint 

of “A Standard Classification of 








Maps Help in Directing Salesmen: 
According to John B. Shaw, manager 
electrical department, the Moore-Hand- 
ley Hardware Co., Birmingham, Ala., 
who makes a county-by-county study of 
territories in determining quotas. Popu- 
lation, wired homes, homes with radio 
and other factors are used to gauge 
sales possibilities. 


Commodities Handled by Electrical 
Wholesalers.” Such a classification 
is a prime necessity in any trade 
where any compilation of statistics 
or group discussion of operating 
problems is to be undertaken. 

I can assure you that such a classi- 
fication would have greatly lightened 
our labors in connection with our 
study of wholesale distribution in the 
electrical field if it had been in exist- 
ence at that time. 

WroeE ALpersoNn, Chief, 

Costs and Operations 

Analysis Section 

Department of Commerce 
Washington, D. C. 


v 


Endorses Spring Convention 
To the Editor: 

We hasten to acknowledge your 
announcement of the National Con- 
vention of Electrical Wholesalers in 
June, and at the same time cdmpli- 
ment you upon this unique idea of 
getting before the industry, the mes- 
sages which we have previously 
looked forward to at our Spring 
Meeting at the Homestead. 

I was personally very anxious to 
see the cancellation of our Spring 
Meeting brought about, and naturally 
this announcement of yours, further 
substantiates my own judgment in 
this connection. 

Hoyt O. SMITH, 
Manager Electrical Dept. 
Hardware and Supply Co. 


Akron, O. 
Vv 


Utilities Indifferent to Ranges 
To the Editor: 

We have been unable to make 
appreciable headway with the sales 
of electric ranges. 

We have quite a large utilitv 
operation. Most utilities do a good 
selling job on refrigerators but, due 
to the fact that they have gas fran- 
chises in many of their towns, they 
are not inclined to push electric 
ranges—the gas does not seem to be 
profitable business for them with 
present volume. 

Independent dealers seem to be 
hesitant about selling ranges because 


they say they cannot depend on the 
utilities cooperating with them. 

The attitude of the utilities is diffi- 
cult to understand. In most cases, 
however, we have found that the 
radical and inconsistent sales policies 
are dictated by the holding company 
heads. 

H. W. O’BaNNoN 
O’Bannon Bros. 
Little Rock, Ark. 


v 


Territorial Rights 
To the Editor: 

Something has got to be done by 
the wholesaling industry that each 
will recognize the other’s territorial 
lines or-trading areas if the industry 
as a whole expects to thrive. Such 
competition is going to take its toll. 
No one wholesaler can get all the 
business. We would be fools to go 
to Charleston or Huntington for 
business, much less Pittsburgh, Rich- 
mond or Baltimore. Each center has 
its wholesalers. They are on the 
ground and are a part of the com- 
munity. If we go in price is our 
only talking point and we are just 
spoiling the other fellow’s profit be- 
cause he will probably have an oppor- 
tunity to meet the price. Besides 
most manufacturers are represented 
in most jobbing centers. It is the 
same old howl. It can't be legislated 
into existence, it can only be accom- 
plished by the individual wholesaler 
recognizing voluntarily the territorial 
rights of his competitors. 

C. C. Campspett, Manager 

Electrical Department 

Superior Supply Co. 
Bluefield, W. Va. 








Organize Manufacturers’ Agency: Clyde 
L. Chamblin and H. M. Thomas have 
formed the Chamblin-Thomas Co. with 
headquarters and display room at 639 
Mission St., San Francisco, Calif., to 


represent manufacturers of electrical 
merchandise lines, including “Edicraft” 
appliances, Monarch ranges and “Sepco” 
water heaters. 
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DEALERS’ 
‘Bread ¢ Butter” 


| Go ap =, 


g CASES 


Strong, sturdy cases. Rage 

beam.3-p 

, switch, garter clip oT nat 
le feature. Black with nickel 








g CASES 


Rugged, Heavy cases. Broad- 
beam type. 3-position -— 
switch and garter rin 

with nickel Petings. P detal 


Less Battery value. Order Asst. No. 640. 





Lanterns 


GL4235 is for gen- 
eral utility use. 
Gives 100 hours’ 
light. Polished 
heavy panel alu- 
minum body; ;fold- 
ing heavy rattan 
handle; weather- 


Less Battery fittings. Order Asst. No. 675. 


3-(: 


GL25 


Illuminated with 


1842 metal- 
Less Battery shell lantern 
battery 
* 
Electric 


Hand 


proof switch 









$450 


Less Batteries 


FL24 uses four No. 2 
Uni-Cels. Triple bat- 
tery-life feature as- 
sures many more 
hours of service. 
Sturdy construction. 








$1.00 


FL14 uses four No. 1 Uni- 
Cels. This lantern, also 
FL24, has toggle switch 
that permits boys to send 
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ERE are a few of the 
many Burgess Products 
which dealers have found 
to be staple sellers. Ad- 
vertised nationally, the 
public has learned by ex- 
perience that all Burgess 
Products deliver longer and 
more dependable service. 
It will pay you to push Bur- 
gess Products ...day in and 
day out, month after month. 


BURGESS BATTERY COMPANY 
Engineers and Manufacturers of Acoustic 
and Electric Products 
Sales Offices: 
202 E. saath St. 
CINCAGO . . 2 « int W. Monroe St. 
New York; Chicago; Kansas City, Mo.; San 
Francisco; Atlanta; Boston; Minneapolis; 
Los Angeles 
In Canada—Niagara Falls and Winnipeg 













Fe 





made, 


long-life is paramount. 





Pere 
M see 


Super B No. 21308 is the best 
and most economical battery 
It is used unanimously 
by scientists and explorers, to 
whom dependable service and 

















code messages < 
< 


BURGESS 


SNAP LITE 


FLASHLIGHT 


NOW 


30 


A practical, tried 
and tested minia- 
ture flashlight 
which has steadily 
increased in sales 
since its introduc- 
tion. New designs 
and improved con- 
struction. Theft- 
proof displays. 
Packed 12 to the 
display 





A 


The Burgess Uni-Cel Display Vender 


Contains 36 flashlight batteries. Requires only 
five ve square of counter space. Vender 
supplied free, filled, with 
every order for 36 Uni-Cels. 
Experience proves that this 
Vender increases your flash- 
light battery sales. 
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BURGESS BATTERIES 











Trends in 


Distribution 





A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








Wholesalers Most Important 
Outlet for Radio Sets 


Out of a total volume of reported 
commodity sales of radio sets, parts and 
tubes at wholesale of nearly $600,000,- 
000, the electrical trade was credited 
with 88.6 per cent or $532,000,000. 
Nearly $26,000,000 was handled through 
the automotive trade, nearly $19,000,- 
000 by the hardware and metals trade 
and the remaining 4 per cent by mis- 
cellaneous groups, including sporting 
goods and furniture wholesalers. Whole- 
sale merchants were the most impor- 
tant single type of distributor in all 
trades, accounting for 62.3 per cent 
of the $600,000,000 total; manufactur- 
ers’ wholesale branches handled 30 per 
cent; agents and brokers, 4.6 per cent; 
chain store warehouses, 1.2 per cent; 
and exporters and importers divided the 
small balance between them. 

Wholesalers were the most important 
source of outlet for the manufacturers 
of both radio sets and radio tubes, ac- 
counting for over 80 per cent of the 
former and about 56 per cent of the 
latter. Manufacturers’ wholesale out- 
lets handled 31.8 per cent of the radio 
tubes, but only 5.3 per cent of the radio 
sets produced in 1929. In addition, 
some 7 per cent of radio sets were sold 
direct to retailers by manufacturers 
and 3.7 per cent of radio tubes. Agents 
and brokers were used to a considerable 
extent by manufacturers of both radio 


sets and tubes in reaching their 
markets. 
In approaching retail sales, the 


speaker reported an approximate value 
of $480,000,000 at wholesale for radio 
sets, parts and accessories entering re- 
tail channels in 1929, the year covered 
by the Census. Adding to this an arbi- 
trary mark-up of 33 per cent, an ap- 
proximate value of retail trade is 
reached of $640,000,000 in round num- 
bers. Dividing this figure by the num- 
ber of sets produced in 1929, which 
was in round numbers 5,000,000, an 
average value per set sold of $128 
is reached. The speaker stated that, 
based on available information, this 


would mean approximately $100 aver- 
age selling price per set and $28 per 
set as an average of the retail volume 





of replacement parts and tubes. He 
pointed out that this is only a rough 
estimate, however, and must not be 
construed as a Census figure.—Report 
of address by N. H. Engle in Domestic 
Commerce for April 10. 
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Decrease Your Sales 


You can readily see that your net 
profit depends more upon the cost of 
doing business and your resale dis- 
counts than on an increased volume ob- 
tained by lowering your selling price. 

Do not get the idea that some sales 
at 50 per cent are not good business. In 
all of these 40 per cent and 35 per cent 
discount problems I have provided for 
some 50 per cent discounts. Whole- 
salers should depart from the routine 
method of applying overhead costs to 
their entire business as a whole, and 
determine specific costs of doing busi- 
ness On various items. For instance, to 
sell a piece of equipment at $500, at a 
gross profit of 15 per cent, would ordi- 
narily result in a net profit; to make a 
$10 unit sale at 50 per cent discount, 
where the inventory on that item turns 
over 12 times per year, is profitable; 
to make a direct factory shipment to 
your customer at 15 per cent gross 
profit will result in a net profit. Then, 
on some items, you get better than 60 
per cent discount from the manufac- 
turer. This should be taken into con- 
sideration. But in all cases where 
quoting more than 40 per cent discount 
you should know the specific net profit 
that will result from that particular 
transaction, and do not make the sale if 
it means a loss. You can no longer 
treat your business as a whole. It has 
to be broken down into departments 
and individual cases in order to deter- 
mine where the leaks occur. 

So, I say, forget this big volume. 
Decrease your sales and make them all 
profitable. Accept economic  condi- 
tions, take your volume reduction grace- 
fully, and conduct your business at a 
profit with fewer headaches.—C. M. 
Burcess, President, Burgess-Norton 
Mfg. Co., in Motor World Wholesale 
for April. 


Department Store Merchandising 
of Electrical Goods 


Department stores offer a _ natural 
outlet for ‘household electrical appli- 
ances. Many needs comparable to those 
supplied by electrical goods have been 
satisfied for years by department 
stores. Of all the store types now 
selling electrical goods, the department 
store is in the most advantageous posi- 
tion because it has good store traffic, 
it makes a definite appeal to women 
and, of course, has the advantage of 
location and patronage motives built up 
over a period of years. Department 
stores are better able to finance con- 
sumers, to service products, to train 
salespeople and, in general, are better 
equipped to adjust their forces to the 
needs of electrical merchandising. It is 
the purpose of this article to indicate 
the market possibilities and to suggest, 
in a general way, the readjustments 
necessary for department stores to cap- 
italize this market. 

The cultivation of this appliance 
market cannot proceed and progress on 
a haphazard basis. The department 
store must be ready, it must be pre- 
pared to exploit this possible market. 
This demands an appreciation of the 
market factors involved and calls for 
an intensive study, not only of local 
markets but of the store itself. What 
realignment and readjustment are nec- 
essary within the store to enable it to 
promote this selling opportunity? Is 
the salesforce adequate? Is it properly 
trained? Are other sales promotional 
activities geared up to meet this mar- 
ket? Are service plans and finance 
plans adequate? Is the appliance de- 
partment properly organized? Are the 
goods properly displayed? 

The statement has been made that it 
is a good thing prosperity is not here, 
because so many business men are not 
ready for prosperity. This thought ap- 
plies to the department store merchan- 
dising of electrical appliances. Here 
we have a great market but are the 
stores ready for this market ?—KEN- 
NETH DAMERON of the Electrical Mer- 
chandising Joint Committee in The 
Bulletin of the National Retail Dry 
Goods Association for March. 
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Fans 


New—32” and 52” Elec- 
trically Reversible Ceiling 
Fans 


UMAN nature seems to dictate that we should 

not buy rubbers until the streets are wet—or 

fans wntil the first hot days are upon us. Thus, when the 

need becomes immediate there is a grand rush to the near- 
est source of supply. 





9”, 12”, 15" and 16” 
Ventilating Fans 
June usually tells us that blistering days and sweltering 
nights are not far off. The wholesaler carrying an ample 
stock of the complete Diehl Fan Line will be prepared 

when the dealer sends in his “S. O. S.” 


The Diehl Line provides the right type of husky, depend- DIEHL FAN 


TODAY 


able, quiet-running fans for all places—from home kitch- 
ens, living and bedrooms, to offices, stores and industrial 
plants. 

















ce Check your stocks now! Reorder where quantities are 

18” to 48” High and Low ene Dice ' 
Speed Exhaust Fans low; put in additional types and sizes for completeness. 
Remember that Preparedness and Profits go hand in hand! 


DIEHL MANUFACTURING COMPANY 


Electrical Division of 


THE SINGER MANUFACTURING COMPANY 
Elizabethport, N. J. 


Wind-O-Vent U'entilator Atlanta Boston Chicago Columbus Dallas 
Metal or Glass Panel New York Philadelphia St. Louis 


IEHL¢ 


FOR EVERY VENTILATING NEED 























National Association of 


Radio, Refrigeration and 
Electrical Distributors, inc. 


am information on 
this page has been prepared by 
H. G. Erstrom, Executive Vice- 
President, by Authorization of 
the Board of Directors of the 
Association on June 9, 1929 





Several New Activities An- 

nounced by N.A.R.R.E.D. 

The directors of the National Asso- 
ciation of Radio, Refrigeration and 
Electrical Distributors met at the 
Congress Hotel, Chicago, on May 23. 
Recent activities of the Association 
were reviewed including the survey 
on “Conditions in the Refrigeration 
Field” and the Association’s new 
publication, “Merchandising Electric 
Refrigerators.” 

A new standing committee was au- 
thorized to be known as the Merchan- 
dise Committee. The appointments 
to this committee will be announced 
in the very near future. Its duties 
will be to study all phases of the mer- 
chandising of radio and refrigeration 
products. 

The Association has recently been 
investigating air conditioning and has 
already accumulated much data on 
this field. It was voted to continue 
this investigation further and to issue 
a bulletin to members describing the 
various types of equipment now avail- 
able, their uses and their market pos- 
sibilities. 

Suggestions have been received 
from various local groups which will 
be published in a special bulletin for 
local associations desiring to expand 
their activities. This bulletin will deal 
especially with refrigeration activi- 
ties. Future plans for additional ac- 
tivities were discussed and authorized, 
which will be released in the very 
near future. 

The 250 distributors contributing 
to the refrigeration survey were al- 
most unanimous in their attitudes on 
many important phases of refriger- 
ator distribution. Based on their re- 
plies the Association has formulated 
and officially endorsed the following 
Refrigeration Platform. 

1. Allowance to distributors by 
their manufacturers for labor charges 
in replacing defective parts within 
the guarantee period. 


2. Allowance to distributors by 


their manufacturers for labor charges 
within the 


in refinishing cabinets 


manufacturer’s guarantee period. 

3. Payment of freight or express 
charges, both ways, by the manufac- 
turer, on defective merchandise re- 
turned to the factory for repair or 
replacement. 

4. Protection against change in 
price or models for distributors and 
retailers. This protection to be ade- 
quate time notice of such changes 
and rebates for stocks on hand. 

5. Reduction of excessive guaran- 
tees against defective parts or service 
charges by the manufacturer which 
work a hardship on the distributor 
and retailer, unless accompanied by 
an adequate allowance for such 
guarantees. 

6. If list prices are mentioned in 
local advertisements, the list price 
should be the “Installed Price”—in- 
cluding delivery and installation in 
the home. 

7. Promote and stimulate the edu- 
cation of service departments to en- 
able the distributor and retailer to 
adequately service electric refriger- 
ators. 

8. Elimination of fake or mislead- 
ing advertisements. 


9. Elimination of unethical prac- 
tices, particularly excessive terms— 
no down payments — leasing — free 
trials—premiums, etc. 

10. Fighting luxury tax on refrig- 
erator sales. 

11. Studying and developing meth- 
ods for establishing the stability and 
reliability of all branches of the in- 
dustry concerned with service guar- 
antees made to the refrigerator user. 

12. Establishing a closer spirit of 
cooperation between all branches of 
the industry for their mutual benefit. 

The Association’s new handbook 
‘Merchandising Electric Refrigerat- 
ors” was prepared with the assist- 
ance of 12 leading distributors and 
edited by a marketing specialist. 
Written primarily for the refrigera- 
tion dealer and his salesmen, this 
publication is also of great value to 
the distributor and the distributor’s 
salesmen to whom a knowledge of 
the fundamentals of retail merchan- 
dising is most essential. 

Copies may be purchased from the 
Association’s offices, 32 W. Randolph 
St., Chicago. 











W. H. Berry, Jr., of the same firm. 


"How's That for a Window Display?" 
Chapman, well-known manufacturers’ agents. 
C. W. Chapman was out of town. 





says J. T. Fulwiler of Fulwiler anc 
The man in the golf yee Ai 
18 


company’s office, at 128 Marietta St., Atlanta, Ga., is provided with a fine big 
window and they make excellent use of it. 
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TYPE «D”’ SWITCHES 


A New Line of 60, 100 Amp. Switches 


and 


Reduced Prices on Type “C”’ Switches, 200 Amp. and Above 


HE Trumbull line of 30 ampere Enclosed and Entrance Switches 
has been enlarged to include 60 and 100 ampere ratings. 


With the addition of this new line 30-100 amperes, known as Type “D”, 
and with the reduction in lists of Type “tC”, 200-1200 ampere switches, 
we are enabling the trade to obtain a complete range or Trumbull Switches, 
30-1200 amperes, at very low prices. 


These new 60-100 ampere switches are of regu- 
lar Type ‘“‘C” construction, mounted on slate 
bases in boxes containing the usual number of 
knockouts and plenty of wiring room. 


We cannot emphasize too strongly that these 
new switches are of Trumbull standard and not 
just something cheap for the sake of price only, 
that will enable the trade to purchase some- 
thing better at a very low price. 


Type “tC” Switches, 400 amperes and above, 
are of the regular Type “SA” construction with 
blades swedged or soldered and pinned into the 
foot block. Quick break with non-interlocking 
covers. 


The entire line of switches is available with top ends containing either knock- 
outs or twistouts for use with standardized meters. 


Type ‘“D” Switches are not designed for heavy duty work where Type “R.B.” 
or Type “A” Switches are used, but as disconnects for infrequent operation. 
Entire new line shown in Bulletin “D.” 


Write for your copy, or see new catalog pages 27, 28, 29, 67 and 68. 


Complete description of this new line is also given in the May issue of 


Trumbull Cheer. 


THE TRUMBULL 
ELECTRIC MANUFACTURING CO. 


PLAINVILLE, 4 ¢enera cectric @ orcanization CONNECTICUT 
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News 


from the Field 


Eh month "Electrical Wholesal- 
ing’ sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 
tors. Voluntary contributions of news items 
and snapshots are invited from our readers 








Tritle Elected Vice-President of 
Westinghouse Supply Company 
J. S. Tritle has been elected vice- 
president in charge of operations of 
the Westinghouse Electric Supply 
Co. He will assume his new duties 
inmediately in addition to his pres- 
ent position, vice-president and gen- 
eral manager of the Westinghouse 
Electric and Manufacturing Co. 


¥ 
Laird and Nebelthau Open 


Minneapolis House 

Robert M. Laird is president and 
Harry W. Nebelthau, vice-president 
and treasurer of Laird-Nebelthau, 
Inc., a new electrical wholesale or- 
ganization in Minneapolis. The com- 
pany has leased 10,000 sq. ft. of 
space at 242-244 Nicollet Ave., the 
space has been completely redeco- 
rated and the new house opened for 
business on May 21. 

Both men have served as managers 
of national houses for many years 


and are well known throughout the 
central northwest. The following 
lines will be handled: Gibson refrig- 
erators, L and H_ ranges, Prima 
washers, Waters-Genter Appliances, 
Anaconda wire, Westinghouse lamps, 
Appleton fittings, Hubbell wiring de- 
vices, Enameled Metals conduit and 
Onan lighting plants. 


v 


Commercial Electric of Toledo 
Becomes Philco Distributor 

On May 2 the Commercial Elec- 
tric Co. of Toledo was appointed 
distributor for northwestern Ohio 
and southern Michigan for the 
Philco Radio and Television Corp. 
of Philadelphia, Pa. J. G. Crawford 
has been appointed sales manager of 
the radio division with the following 
men working under him covering the 
territory: G. A. Weatherwax, W. J. 
Croke and Ed. Wise. G. H. Ray is 
in charge of radio service with Paul 
Nietz as his assistant. 








A New World to Conquer: Here is a group of men who do not know there is 


a depression. 


While they have heretofore been a plumbing supply house, in 


February of this year they put in a line of electrical supplies and are plunging 
into the electrical game with enthusiasm and optimism. They think the electrical 
wholesaling business is fine, and in their first two weeks of operation took in 
more business than they had set for their first month’s quota. Some of the mem- 
bers of the Stone Supply Co., Portland, Ore., are, from left to right: J. B. Leine- 
weber, salesman; George P. Stone, president; Elmer L. Reiley, salesman; B. J. 


Kearney, salesman, and Ray W. Greene. treasurer and sales manager. 





General Electric Supply 
Announces New Appointments 

The following new appointments 
have been announced by Bridgeport 
headquarters of the General Electric 
Supply Corp. 

J. L. Busey, general sales manager, 
Bridgeport; C. D. LaMee, district 
manager supply sales, Detroit, re- 
placing L. A. Pixley; W. S. Shaw, 
district manager appliances sales, 
Chicago; M. M. Welton, district 
manager supply sales, Omaha, re- 
placing C. D. LaMee, and R. J. F. 
Cullen, assistant district manager, 
supply sales, New York. 

New service supervisors include: 
C. M. Tuttle, Boston; J. J. Esposito, 
Philadelphia; W. C. Hurley, Balti- 
more; M. B. Ehmig, Richmond; J. 
E. Sims, New Orleans; F. C. Meyer, 
Buffalo; Chas. Vadas, Cleveland; P. 
A. McCoy, Pittsburgh; H. M. Nor- 
thrup, Milwaukee; E. Hein, St. 
Louis; W. F. Dietterich, Kansas 
City; D. F. Colbath, Dallas, and J. 
M. Fambrough, Houston. 

New branch managers are: sup- 
ply sales, H. F. Rodgers, Hartford, 
and J. H. Carpenter, replacing G. D. 
Cole, Toledo; appliances sales, P. D. 
Loser, Indianapolis; operating, J. R. 
Spurr, Hartford, H. J. Larke, Bridge- 
port, R. F. Swain, New Haven, H. 
T. Sammis, Waterbury, and E. E. 
Ewert replacing F. H. Lamb, Indian- 
apolis. 

W. W. Powell replaces J. T. Deppe 
as resident salesman at Phoenix. 


v 


Lewis Radio to Distribute 
Eureka Vacuum Cleaners 
The Lewis Radio Co., Philadel- 
phia, has announced its appointment 
as distributor of Eureka vacuum 
cleaners. This line will be distributed 
in the same territory which this com- 
pany now serves on Crosley radios 
and electric refrigerators, Cunning- 
ham radio tubes, Eveready batteries 
and Voss washers. 
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Personals 





Ira F. SHILDMYER is sales manager 
at the Triangle Wholesale Electric Co., 
Muncie, Ind. J. F. Cummings, Wilbur 
Mills and Jason Reese are other addi- 
tions to this company’s staff. 

Ben Nano is traveling Sullivan 
County and vicinity for the Electra 
Supply Co., Poughkeepsie, N. Y. 

Rosert B. Wiison has been added to 
the sales force of the Wetmore-Savage 
Electric Supply Co., Springfield, Mass. 

M. A. SPEIGLER will have charge of 
merchandise sales at the Rumsey Elec- 
tric Co., Philadelphia, Pa. 

Harotp E xis, formerly warehouse 
man, is now covering city trade for the 
Loeb Electric Co., Columbus, O. 

F. J. HarriMan is covering the 
northern territory for Benike and Cul- 
ver, Inc., Madison, Wis. 

W. T. CLower is back on the sales 
force of the McDonald Electric Co., 
West Palm Beach, Fla. 

B. L. Jounson, a former electrical 
dealer in Bethlehem, Pa., will act as 
refrigeration engineer for Paul’s Dis- 
tributing Co., Bethlehem, Pa. Merritt 
Allam will act as refrigeration service 
manager. Samuel Marquardt, and 
Charles L. Bell will handle Philco radio 
sales outside and Jess Edwards will 
handle all electrical goods outside. 

H. D. Sommer, formerly manager of 
the Youngstown branch of the Moock 
Electric Supply Co., tendered his resig- 
nation effective May 1. W. J. Fritz, 
formerly of the Moock Company’s 
Akron office, has been appointed local 
manager succeeding Mr. Sommer. 

J. W. (“Jim”) Ryall has resigned 
from the Central Electric Supply Co., 
and has again become a member of the 
B and R Electrical Supply Co., Denver, 
Colo. 

G. J. Livincston has resigned as 
sales manager of the Gee Electric Co., 
Wheeling, W. Va., and is now located 
at Columbia, Pa., where he can be 
reached at 140 N. Third St. 


Vv 
Lines Added by Wholesalers 


\WETMORE-SAVAGE ELEctTRIC SUPPLY 
Co., Springfield, Mass——Marr oil burn- 
ers. 

BeLasco ELectric SuppLty Co., Chi- 
cago—Wadsworth switches. 

\litts AND Lupton Suppty Co., 
Chattanooga, Tenn.—American Blower 

A. C. Gilbert Co. fans. 

SHERWOOD Hat Co., Grand Rapids, 
Mich.—Delco water systems. 

Hi. J. Gorke (Estate), Syracuse, N. 
Y.—Buckeye refrigerators, Bee Vac 


‘leaners, and Cunningham tubes. 





A Detroit Wholesaler's Organization: 


Electric Supply Co., Detroit, Mich., believes in working along with his men. 
Next to Mr. Fife are: Stanley Ecclestone, salesman; Ross Fife, salesman; Jim 
Lange, order desk clerk; Joe Nelson, purchasing agent; Blair Chamberlin, sales- 
man, and “Oley” Lane, manager, fixture department. 


D. L. Fife, left, president of the Fife 





Repustic Rapio Corp., Detroit, Mich. 
—‘Electrochef” ranges. 

J. J. Koepsett Co., Sheboygan, Wis. 
—Complete “Universal” line. 

BLAINE Etectric Co., St. Paul, Minn. 
—Dover irons. 

SAGER ELectric SuppLy Co., Salem, 
Mass.—Dayton refrigeration. 

McDonatp Exectric Co., Miami, 
Fla.—“Universal” heating appliances. 

MONUMENTAL ELectric Suppty Co., 
Baltimore, Md.—Moe Bridges line. 

STREVELL Paterson Howe. Co., Salt 
Lake City—Philco radio. 

OAKLEY AND Sons, Boise, Idaho— 
Norge refrigerators for southwestern 
Idaho and eastern Oregon. 

WESTERN Suppty Co., Salt Lake City 
—“Electrochef” ranges. 

Stusss Evectric Co., Portland, Ore. 
—“ABC” oil burner. 

RELIANCE E tectric Co., Camden, N. 
J —“Steeltubes.” 

Lewis Rapio Co., Philadelphia, Pa.— 
Voss washers and Eureka vacuum 
cleaners. 

Mapison Exvectric Co., Forest Park, 
Ill—Benjamin Elec. Co., Circle F Mfg. 
Co., and McGill Mfg. Co. 

BuILpINnG Suppty Co., Salem, Ore.— 
Delco vacuum cleaners. 

Pauv’s DistrisuTinc Co., Bethlehem, 
Pa.—Copeland refrigeration. 

McDonatp Etectric Co., West Palm 
Beach, Fla.—‘Universal” heating ap- 
pliances. 

BENIKE AND CULVER, INc., Madison, 
Wis.—Crosley electric refrigerators. 

Rumsey Exvectric Co., Philadelphia, 
Pa.—Superior Electric Products Corp. 

BAITINGER ELectric Co., New York 
City—“Universal” and “Royal-Roches- 
ter” heating appliances. 





B. H. Spinney Co., Springfield, 
Mass., and Albany, N. Y.—‘“L and H” 
electric ranges. 

W. E. ano W. H. Jackson, Inc., 
San Francisco, Calif—American Bosch 
radios in northern California. 


v 


A Quarter of a Century 
With Rumsey 


The Rumsey Electric Co., Phila- 
delphia, announces that on May l, 
B. T. Hare, sales manager, and 
Charles H. Kelley, purchasing agent, 
completed 25 years of continuous 
service with this organization. 

Vv 
Lindberg Company Adds 


Salesmen 

R. H. Wilson, sales manager of 
the Arthur R. Lindberg Co., St. 
Louis, distributors of Westinghouse 
refrigerators, reports three new 
wholesale, one apartment house and 
15 retail salesmen taken on last 
month. A three-story warehouse has 
been leased at 2309 Locust St., 
St. Louis, and new retail stores 
opened in Springfield, Ill, and 
Memphis. 

Vv 


Electric Supply Company 
Equips Tulsa Ball Park 

The baseball park at Tulsa, Okla., 
has recently been equipped with 
floodlights for night baseball games. 
The 42 Pyle- National projectors 
were furnished by the Electric Sup- 
ply Co., Tulsa, Okla. 
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New Electrical Wholesaler for Colum- 
bus, Ohio: —A new organization, the Pix- 
ley Electric Supply Co., has been recently 
organized to distribute electrical supplies, 


major and table appliances and _ radio. 
Office and warehouse space of about 
24,000 sq. ft. at 129-137 E. Chestnut St., 
has been leased and remodeled. The exec- 
utives of this new company are not new 
to the electrical industry. They are L. A. 
(“Butch”) Pixley, president, formerly 
with the General Electric Supply Corp. 
of Detroit and Columbus, and W. M. 
Lininger, secretary-treasurer, who until 
recently was with the Cleveland division 
of the General Electric Supply Corp. 
Additional personnel includes Herb Bohl- 
ander, who has been selling electrical sup- 
plies in Columbus for some time, John 
Jones, O. E. Bricker and: Helen Meara. 
The picture was taken while negotiations 
were carried on with manufacturers and 
shows “Butch” Pixley handling an Econ- 
omy fuse rather vigorously while Linin- 
ger and Norman Kappel, representatives 
of the Economy Fuse Co., listen to his 
arguments, 


Graybar to Market New 
Refrigerator Line 


A new electric refrigerator will 
shortly make its debut under the 
guidance of the Graybar Electric Co. 
according to an announcement by 
Herbert Metz, sales promotion man- 
ager. The refrigerator is being man- 
ufactured by the Ilg Electric Venti- 
lating Co. of Chicago. It will be 
known as the Graybar Ilg-Kold. The 
machine will be marketed in the ter- 
ritories covered by the Chicago and 
Pittsburgh houses of Graybar. It 
has already been introduced in Can- 
ada by the Northern Electric Co. 


v 


Van-Ashe Pushes Auto Sets 


The Van-Ashe Radio Co., St. 
Louis, has completely remodeled its 
repair department. Eight to 10 auto 
radio installations can now be made 
simultaneously. Recent announce- 
ments and advertisements _ stating 
that any case of stubborn ignition 
noise can be completely removed 


from an automobile radio set, is re- 
sponsible for a tremendous increase 
in auto set sales, according to James 
P. Broadwell of this company. He 
also reports that the new auto radio 
‘B” eliminators are meeting with un- 
usual acceptance, and the sales at this 
time are far above expectations. 


v 


Sterling to Represent Reflector 
and Illuminating Co. 

The Sterling Reflector Co. of New 
York has been appointed Manhattan 
district agent for the Reflector & II- 
luminating Co. of Chicago, manu- 
facturers of “Sterling” reflectors and 
kindred products. The New York 
City office and warehouse of the new 
agent is at 350-356 W. 31st St. 


f 


New Philadelphia Wholesaler 


A. W. (“Jerry”) Gross and J. 
Week Chew, both formerly with the 
wholesale organization of Walker 
and Keppler, Inc., have formed the 
Gross-Chew Electric Co. The new 
firm is located at 55-57 Fourth St., 
Philadelphia, and will handle a com- 
plete line of electrical supplies. 


Vv 
P. Gens and E. Loman Open 


New House in Boston 

Paul Gens and Edward Loman, 
formerly with the Milhender Electric 
Supply Co., Boston, Mass., have 
started in business for themselves 
under the name of the Loman Elec- 
tric Supply Co., located at 603 Atlan- 
tic Ave., Boston, Mass. 


Robertson Supply Closes 
Miami. Branch 

The branch house which the Rob- 
ertson Supply Co. of Orlando, Fila., 
established in Miami in 1925 was 
closed on May 1. All business in the 
Miami territory will now be handled 
directly from the main house at 
Orlando. 

Vv 


Hudson Chandelier Changes 
Name 

The officers of the Hudson Chan- 
delier Co., Union City, N. J., whole- 
salers of electrical supplies, appli- 
ances and specialties, have announced 
a change in the name of this firm to 
the Hudson Electric Supply Co. 


Vv 
Buffalo Wholesalers Adopt 


Minimum Order 

Wholesalers of Buffalo, N. Y., re- 
cently came to the conclusion that a 
minimum charge was necessary to 
reduce losses from the increasing 
number of small charge and delivery 
orders especially from industrial 
accounts. As a result when one 
wholesaler took the initiative and 
established two dollars as a minimum 
charge his competitors lost no time 
in following his example. This charge 
applies to all orders for less than this 
amount with the exception of coun- 
ter sales for cash and sales of re- 
placement parts. 

When the necessity for this ruling 
has been explained to them, custom- 
ers have willingly cooperated by in- 
creasing the size of their orders to at 
least the minimum. 





Some Old Friends in Cleveland: Business must be good with the Westinghouse 
Electric Supply Co., Cleveland, O.—it was almost necessary to cut the telephone 


wires to get this group outside. 


Left to right, they are: Jim Sidway, manager; 


H. C. (“Chief”) Wilson; L. J. Ritter; L. J. Hessoun; Howard Stafford, and E. C. 


(“Steve”) Brode. 
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_— news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literatures 








Joyce Succeeds Mclver with 
RCA Radiotron Company 


G. K. Throckmorton, executive 
vice-president of RCA _ Radiotron 
Co., Inc., announces the appointment 
of T. F. Joyce as manager of adver- 
tising and sales promotion activities 
of RCA Radiotron Co., Inc., and E. 
T. Cunningham, Inc. Mr. Joyce suc- 
ceeds J. W. Mclver, who has resigned 
to become executive vice-president of 
the Forbes Lithograph Mfg. Co., 
Boston, Mass. 

Mr. Joyce, who is not yet 30 years 
old, left the publicity department of 
the Edison Lamp Works to go with 
the RCA Radiotron Co. in January, 
1930, as assistant to Mr. Mclver. 


Vv 


Westinghouse Opens National 
Appliance Display in New York 

In opening the Westinghouse Na- 
tional Sales Showroom to display 
electrical household appliances, 200 








Twenty Years in Havana: Here is Ar- 
nesto N. Rodriquez in his office in 
Havana, Cuba. Mr. Rodriquez is cele- 
dbrating this year his 20th anniversary 
as Cuban representative of American 
electrical manufacturers and is today 
handling the same lines which he started 
1 in 1912, 


Westinghouse Electric and Manufac- 
turing Co. is ready to show architects 
and builders all of the recent electri- 
cal household developments in the 
building field, also department store 
buyers, public utility executives and 
other large distributors of electrical 
household equipment how they can 
increase their sales volume in this 
line of merchandise. 

This showroom will display all of 
the latest Westinghouse electrical 
household equipment, ranging from 
electrical refrigerators, electric 
ranges to automatic electric irons and 
fans. There are three complete kitch- 
ens equipped with electric refrigera- 
tors, electric ranges and all of the 
other latest Westinghouse electrical 
household appliances. These instal- 
lations also include ventilating equip- 
ment and a special treatment and ar- 
rangement of ceiling and walls so 
that the maximum result from the 
modern lighting equipment can be 
obtained. 

Vv 


Wakefield Enlarges Plant 


Operations will begin immediately 
on a new wing at the plant of the 
F. W. Wakefield Brass Co., Ver- 
milion, O., which will increase pres- 
ent floor space over 20 per cent. 

This company reported for the first 
three months of 1932 the best quar- 
ter’s business in the last five, with 
full force working twelve and one- 
half hours daily for several weeks. 


v 


Teel Williams Joins Mengel Body 

The Mengel Body Co., Louisville, 
Ky., announces the appointment of 
Teel Williams as general sales and 
advertising manager of its Electric 
Appliances Division. Mr. Williams 
was formerly merchandising coun- 
selor of the Retail Ledger of Phila- 
delphia and president of Williams- 
Norris Co., High Point, N. C. The 
Mengel Body Co. is going ahead 
rapidly with its plans for marketing 
a line of electric appliances. 





Midland Division Unites Edison 
and National Sales Offices 

On May 1 the Chicago sales offices 
of the Edison and National Lamp 
Works were combined as the Mid- 
land Division, Incandescent Lamp 
Department, General Electric Co., 
with offices at 20 N. Wacker Drive. 
A. H. Meyer has been appointed 
manager and W. M. States assistant 
manager of this division. 


v 


Triplex to Market Leland Flashers 


The Triplex Products Corp., New 
York City, according to a recent an- 
nouncement by R. Fenton Fisher, 
sales manager, has completed ar- 
rangements whereby it will market 
the line of electric flashers manufac- 
tured by the Leland Electric Co. of 
Dayton, O. This complete line in- 
cludes on and off, speed border, spell- 
ing and combination flashers. Other 
lines handled include time switches 
and electric water heaters. 








Trailing a “Hot” Prospect: Before the 
ruins cooled off, B. Stehmer, left, elec- 
trical contractor, Johnny Nodean, city 
salesman for the Westinghouse Electric 
Supply Co., and Ivar H. Stockel of 
Benjamin. were on the job at the Allied 
Milling Co., Omaha, Neb. The plant 
was wrecked by a dust explosion on 
April 4. According to Mr. Stockel, 
modern dust-proof electrical equipment 
would have prevented this disaster. 
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General Electric Announces New 
Air Conditioning Department 
The organization of an Air Con- 

ditioning Department within the Gen- 

eral Electric Co., which will market 
various electrical devices for home 
heating, humidifying and tempera- 
ture control, has been announced by 

President Gerard Swope. One of the 

first products to be marketed will be 

a complete oil burning furnace. 

J. J. Donovan, of Cleveland, for- 
merly in charge of apartment house 
refrigeration sales, will be manager. 
Associated with him will be E. D. 
Harrington, of Schenectady, in 
charge of application engineering; J. 
R. Rue, of Pittsfield, in charge of 
manufacturing, and H. S. Woodruff, 
of Schenectady, in charge of design 
engineering. Headquarters will be 
maintained at General Electric’s New 
York offices, 120 Broadway. 


v 


Tung-Sol Radio Tubes 
Now Consigned 

Tung-Sol Radio Tubes, Inc., has 
placed the entire sale and distribution 
of its tubes on a consignment basis. 
This new plan provides for exclusive 
territorial distributors, each serving a 
limited number of selected retailers 
under the manufacturer’s supervi- 
sion. It is designed to prevent un- 
fair competition, to assure adequate 
profit margins, to offer protection 
against price reductions and obsoles- 
cence, to protect wholesalers against 
credit loses and to provide adequate 
stocks with no financial investment 
on the part of wholesaler or retailer. 


Vv 


More Distributors for 
Electromaster 

The following distributors have 
added “Electrochef” and “Waldorf” 
electric ranges to their other household 
specialty lines, according to an an- 
nouncement by Gerald Hulett, sales 
promotion manager, of Electromaster 
Inc.: Brown Dorrance Co., Pitts- 
burgh; Sutcliffe Co., Louisville; 
United States Co.,San Antonio; Ben- 
jamin T. Crump Co., Richmond, and 
Western Supply Co., Salt Lake City. 


Vv 
RCA Victor Announces New 
Bi-Acoustic Radio 


A new receiver has been announced 
by the RCA Victor Co., Inc., which 


embodies an entirely new circuit uti- 
lizing 12 entirely new Radiotrons. 
According to its sponsors, this new 
“Bi-Acoustic” circuit provides twice 
the power and twice the tone range 
of ordinary receivers, hence the use 
of the prefix Bi. Tone equalization, 
automatic tone compensation, dual 
automatic volume control, increased 
musical range and the application for 
the first time of the new class “B” 
audio amplification to a socket oper- 
ated receiver are claimed to be all 
important factors in this new re- 
ceiver, 
Vv 


Franklin Radio Appoints 
Representatives 

The Franklin Radio Corp. has ap- 
pointed the following sales repre- 
sentatives: W. A. Shoults Sales Co., 
Indianapolis; Albert Leban, Phila- 
delphia; Earl W. Bentley Operating 
Co., Oklahoma City; Ronald Mc- 
Ginnis, New Orleans; Despres- 
Jacobs, New York City; C. E. Mat- 
tox, Norwood, O.; L. N. Oppen- 
heimer, Tampa; George E. Anderson 
Co., Dallas, and L. H. Knibb, Pitts- 
burgh. 





"King" of Cleveland's Old - Timers: 
—W. S. Culver, district engineer of the 
General Electric Co., at Cleveland, O., 
was Officially crowned king of the city’s 
old-timers on February 11. The occa- 
sion was the second annual Old-Timers 
Day luncheon held by the Electrical 
League. Mr. Culver has served the in- 
dustry for 46 years and was an asso- 
ciate and close friend of the late Charles 
Francis Brush, inventor of the arc lamp. 
In bestowing the award, months had to 
be counted, as Mr. Culver was one of 
10 veterans aggregating 428 years of 
service. In his talk after the luncheon 


he told of the illumination of Wabash, 
Ind., by Brush lamps in 1880. 








Westinghouse Employes Sell 
Appliances 

In an organized effort to stimulate 
public buying employes of the West- 
inghouse Electric and Manufacturing 
Co. and its subsidiaries pledged them- 
selves to each sell one or more West- 
inghouse household appliances dur- 
ing May. They offered no discounts 
and received no commission from the 
company. All sales were made 
through established Westinghouse 
dealers whose salesmen cooperated 
with employes in closing sales. 


v 


Prices Reduced on Auto Lamps 

Price reductions averaging approxi- 
mately 20 per cent on automobile 
lamps have been announced by the 
General Electric Co. The types of 
lamps affected comprise 80 per cent 
of the company’s automobile lamp 
business. The popular double fila- 
ment 32-candlepower headlight lamp 
has been reduced more than 30 per 
cent, from 35 cents to 24 cents. Side 
and rear lamps will now sell for ten 
cents. This marks another in the 
long series of reductions in the prices 
of incandescent lamps which have 
been put in effect since 1920. The 
average price of these lamps is now 
down 59 per cent from their 1920 
prices. 

Vv 


Radio Tubes Withstand 
Automobile Smash-up 


Automobile police patrolmen must 
disregard personal safety in pursu- 
ing criminals. Their first thought 
is to “get their man” even if in doing 
so they place their own lives in jeop- 
ardy. In addition to danger from 
bandit bullets, they must match the 
fleeing fugitives’ reckless driving 
with speed which is not always com- 
patible with safety. 

This probably accounts for the 
recent smash-up of a St. Paul, Minn. 
police car in which the radio receiver 
in the car was demolished, in fact 
to such an extent that it was neces- 
sary to straighten out the receiver 
case before the tubes could be re- 
moved. 

The receiver was equipped with 
Eveready Raytheon Four - Pillar 
tubes. Mechanics working on the 
wreckage were surprised to find that 
not one of the tubes were broken. 
Furthermore they were installed in 
another receiver and were found to 
be in good working order. 
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Men Available 


Manufacturer's Sales Executive: Thor- 
oughly experienced in all phases of the 
distribution of electrical goods. Well 
known throughout the industry. Is look- 
ing for connection with established elec- 
trical manufacturer or with one now 
entering electrical field with new prod- 
uct. Address Box 62, Electrical Whole- 
saling, 520 N. Michigan Ave., Chicago, 
Ill. 
Vv 


Positions Available 


Salesmen: For south and middle west by | 


established manufacturer of switch plates. 
Commission. Address Box 61, Electrical 
Wholesaling, 520 N. Michigan Ave., Chi- 
cago, Ill + 


R. S. Wakefield Now With 
Pass and Seymour 
The appointment of R. S. Wake- 
field as Texas sales representative has 
been announced by Victor R. Des- 
pard, vice-president, Pass and Sey- 
mour, Inc., Syracuse, N. Y. Mr. 


Wakefield’s headquarters will be at | 


1814 Allen Bldg., Dallas. 
Vv 


Pollock Resigns from Noma, 
Opens Manufacturers’ Agency 
A new manufacturers’ sales organ- 


ization has been established by Leo 
Pollock with offices at 19 E. 47th St., 


New York City. Mr. Pollock has | 


been actively identified with the elec- 
trical industry for the last 35 years. 
After serving for 15 years as sales 
manager of M. Propp Co., he was 
appointed sales manager of the 
Noma Electric Corp., when the 
Propp Co. affiliated with that cor- 
poration on January 1, 1931. Mr. 
Pollock has only recently resigned 


from Noma in order to establish his | 


own business. 
v 


Henderson and Southard 
Consolidate Lines 


C. F. Henderson and James H. | 
Southard, manufacturers’ representa- | 
tives, covering central and northern | 


California and Nevada, have an- 
nounced their consolidation as the 
Henderson-Southard Co., with offices 
at 600 Call Building, San Francisco. 
The consolidation will become effec- 
tive May 1. The new organization 


will represent the following manu- | 
lacturers: Weston Electric Instru- | 


ment Corp., Jewell Electric Instru- 
ment Co., Esterline-Angus Co., 
American Transformer Co., Racon 
Electric Co., and Western Electro 
Mechanical Co. 


MURRAY 


SAFETY SWirChes 





Side Handle 
Operated 
Accessible Fuse 
Switches 
Meter-Entrance 
Polyphase 








Left— 





| Handle in 
| Above— “Off” Position 
| Handle in Fuses Not 
| “On” Position Accessible 
| Fuses Not 
| Accessible 
| Right— 
Handle in 


“Open Door” Position 
Fuses Are Accessible 





} 
| 
| For Complete Information Write 
| 


METROPOLITAN 
Nl DEVICE, GORPORATION wi 


1250 ATLANTIC AVENUE 
BROOKLYN +: NEW YORK 








86 





ELECTRICAL WHOLESALING 








SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 





Sales Representative 
Opportunity for Manufacturer 


Am open for proposition to act as 
Sales Representative for manufacturer 
making a quality electrical line who 
desires to do business with the whole- 
salers in the Atlantic Seaboard Ter- 
ritory. 

Am only interested in line where 
party concerned is well rated. 

For personal references, ask any 
Purchasing Agent of an _ Electrical 
Jobber East of the Mississippi. 


If interested will make appointment 
to visit factory or communicate with 
me giving particulars. 

LEO. POLLOCK 
19 East 47th Street 
New York City 





SUPERIOR 
PORCELAIN 
for 
Better 
Installations 
Nail 
Assembled 


Knobs 
Tubes 





Special 
Porcelain 


Cleats 





Write for Prices 


SUPERIOR PORCELAIN CO. 
Parkersburg, W. Va. 











= SIMPLEX> 
‘‘A Twist of the Wrist’’ 


America’s Foremost 
Porcelain Connector. 


Now made in U.S.A. 
Mfd. under U. S. A. 
Patents 1700985 and 
1513656. 
NEW LOW PRICES ¥X 
FOR TWO SIZES 


NORMAL for wiring. 





Normal 
MEDIUM for fixture installations. 


Weiss & Biheller, Inc. 


584 Broadway, New York, N. Y. 

















Sales Managers 


Follow-through with your 
salesmen on Mr. Osborne's 
Course in Sales Training with 
the aid of his specially prepared 

Sales Manual. 


order from 
ELECTRICAL 
WHOLESALING 


Price, 25 cents per copy 

















| 
| 
| 
| 
| 


| 








Paranite Takes Over Plant of 
Indiana Rubber Company 

The Paranite Wire and Cable 
Corp. has been incorporated in the 
state of Indiana and will take over 
the plant at Jonesboro, Ind., formerly 
occupied by the Indiana Rubber and 
Insulated Wire Co. Officers include 
A. E. Holton, president, and J. G. 
Searls, vice-president and _ general 
manager. Mr. Searls will also direct 
the sales of the New York Insulated 
Wire Co., Wallingford, Conn. Frank 
R. Dolan, who was Chicago manager 
of the old Indiana company, will 
hold the same position with the new 
company. New products will be 
added as rapidly as possible. 


v 


General Equipment Corporation 
Now L. and H. Distributor 


A. T. Fish, vice-president and 
sales director of A. J. Lindemann & 
Hoverson Co., Milwaukee, announces 
the appointment of General Equip- 
ment Corp., 584 Commonwealth Ave- 
nue, Boston, as New England dis- 
tributor of L. & H. electric ranges. 

The range division of this dis- 
tributor will be in charge of L. G. 
Poe, who was formerly sales man- 
ager of the electric range department 
of this manufacturer and later di- 
rected sales of the electric range divi- 
sion of Landers, Frary and Clark. 


v 


Boy Scout Photoflash Contest 
Announced By General Electric 

An activity that holds unusual sales 
possibilities for drug stores, photo- 
finishers, and others interested in the 


| merchandising of Photoflash lamps is 


the picture taking contest open to the 
650,000 members of the Boys Scouts 
of America which will be announced 
in the June issue of Boy’s Life, of- 
ficial Scout publication, by the Incan- 
descent Lamp Department of Gen- 
eral Electric Co. at Nela Park, Cleve- 
land, O. The contest open to 
all Boy Scouts, and is designed to 
appeal particularly to those attending 
the 600 official Scout Camps con- 
ducted throughout the country this 
summer. 


is 


v 


Echophone and Western Tele- 
vision Announce Affiliation 


A close working agreement be- 
| tween Echophone Radio Mfg. Co., 








Waukegan, IIl., and Western Tele- 
vision Corp., Chicago, has been an- 
nounced by the presidents of the two 
concerns, A. U. Magnan and Clem 
F. Wade. A substantial purchase of 
Echophone stock has been made by 
Western Television. Echophone, in 
addition to the manufacture of mid- 
gets and consoles, will produce West- 
ern Television sight receivers. West- 
ern Television will devote its entire 
attention to television research and 
to the manufacture of television 
transmitting equipment. 


v 


Jack Price Announces New 
Sales Organization 

Announcement is made by J. W. 
C. Price of the formation of a new 
manufacturers’ sales organization 
known as Jack Price, Inc., which will 
operate from the present quarters, 
2410 Graybar Building, New York 
City. Mr. Price will continue his 
connection without change as district 
manager of the Hart Manufacturing 
Co., makers of “Diamond H” 
switches, and will also act as eastern 
representative for the automatic elec- 
tric moth ball manufactured by the 
Automatic Washer Co., Newton, Ia. 

This organization contemplates 


adding lines of other manufacturers 
those 


which will not conflict with 
now handled. 





Manufacturers’ Men on the Job: J. F. 
Harrington, sales manager of the Mil- 
ler Bros. Hardware Co., Richmond, Ind., 
is right in between two happy looking 
manufacturers’ men, H. F. Schotters o! 
the National Enameling and Stamping 
Co., on the left, and H. D. Beckett, 
Jefferson Electric Co., on the right. 
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He Works with Specialty Distributors: | 


Many radio and allied wholesalers will 
recognize Charles H. Dolfuss, Jr., who 


operates a manufacturers’ agency under | 


the same name in Cleveland, O., han- 


dling several radio and electrical lines. | 





Latest Trade Literature 


BorpeN Co., Warren, O.—“The Im- | 


proved Line of Beaver Pipe Tools” is a 
booklet recently published by this com- 
pany. Net prices for anywhere in the 
United States are given. 


Curtis LicHTINnG, INc., 1119 W. Jack- | 


son Blvd., Chicago—A 28-page handbook 
on floodlighting, No. 777, has recently 
been issued. Line drawings that show lo- 


cations for mounting units and scale de- | 


tails are additional features that will 
make this book helpful to everyone. 

LANDERS, FRARY AND CLARK, New Bri- 
tain, Conn.—Eight folders describing the 
“Universal” commercial electrical appli- 
ance line are now available. 


SguarE D Co., Detroit, Mich—A new | 
bulletin “CA-25” describing a new line of | 


metering devices, including several de- 
signs for the National Electric Code Se- 


quence of meter, switch and fuse, has | 


been released. 


FRANKLIN Rapio Corp., Dayton, O.— | 


“Radio Service Instruments for the 
Dealer and Service Man” is a new folder 


now being distributed. It also describes | 
the liberal payment plan with purchaser’s | 


disability insurance. 


SouarE D Co., Switch and Panel Divi- | 
sion, Detroit, Mich.—Bulletin “CA-508” | 
deals with Square D dead front switch- | 
boards and is of particular interest to | 
architects, industrials, school officials, etc. | 
It describes the two types of switchboards | 


manufactured by the Square D Co. 


MetaL Ware Corp., Two Rivers, Wis. | 
—“‘Empire Educational Toys for 1932” | 
describes the range line for girls and en- | 
gines for boys, together with accessory | 


toys. 


Ave., St. Louis, Mo—A new 30-page 


ractional-horsepower ratings. Wagner 


a ee ee 


ited and described in detail. 


TRIPLEX Propucts Corp., Channin Bldg., | 
New York City—Bulletin 295 describes the | 
complete line of Leland electric flashers | 


including list prices. 
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STRONG SMOOTH 
WELD 


Fretz-Moon Conduit is welded to last. 
The exclusive process and accurate con- 
trol under which it is made produces 
rigid conduit second to none—conduit 
that will resist rough handling and 
severe service. 

To make doubly sure that every length 
is without blemish, however, it is given 
severe tests ... and the average of tests 
shows that the Fretz-Moon product will 
expand about 75 per cent more than or- 
dinary conduit before failure. 


Fretz-Moon Conduit is available in 
three finishes—ENAMELITE, black 
enameled; ELECTRO GALVITE, electro 
galvanized; HOT DIPPED GALVITE, 
hot galvanized—the best rigid conduit 
that money can buy. 
























FRETZ-MOON TUBE CO., Inc. © Butler, Penna. 


TRLTZ-MOON 


RIG/D CONDUIT 























Wacner Etectric Corp., 6400 Plymouth | 


oose leaf bulletin, No. 167, on_ small | 
notors is now available. It is divided | 
to eight parts describing single-phase, | 
lyphase, and direct-current motors in | 


nstruction features are profusely illus- 



































To Wholesaler Executives: 


When you have gone through this issue of 
ELECTRICAL WHOLESALING, ask 
yourself if it would not be worth four cents 
a man to you to be assured that every one 
of your salesmen obtained the full benefit of 
the many sales-building helps it contains. 
At a cost of only four cents a month, you 
can (as hundreds of other distributors are 
now doing) send ELECTRICAL WHOLE- 
SALING to each one of your salesmen’s 
homes. There, in one or two evenings a 
month, they can absorb enough valuable 
information to repay you hundreds of times 
over for the small expense you have incurred | 
in sending the magazine to them. 

Send us today the names and addresses of 

the men who should receive the Magazine. 

A bill will be sent you later. 


ELECTRICAL WHOLESALING 


520 N. Michigan Ave., Chicago, Ill. 
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These are your 
buyers of Yager's 
Soldering Salts: 



































Electrical contractors, 
industrial plants, fac- 
tories, motor repair 
shops, hardware deal- 
ers, etc.—and they 
have known about 
YAGER'S for over 50 
years. It's the kind 
that always gets the 
REPEAT ORDERS. 
No better brand of- 


fered at any price. 


Write for 
Samples 


YAGER’S 


Alex R. Benson, Inc., Hudson, N. Y. 
Since 1873 


4 
2 





In standard 
containers also 
25, 50 and 500 

lb. drums 











LET | 


Be Your 
BUY-WORD 


when ordering 


INSULATED 
STAPLES 


Made exclusively by 


S.H. COUCH CO., INC. 


Established 1896 
NORTH QUINCY, MASS. 


Manufacturers of 
Private Telephones, Annunciators, 
Apartment Mail Boxes, etc. 
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| years old 


..... and still putting the breeze in the 
Columbus, Ohio, Union Station Restaurant 


Thirty-four years’ constant, trouble-free operation is quite a record 
for any fan. But we don’t mind admitting we’re not surprised. We 
know how R&M fans are built, so we know there’s still service left 
in those Columbus, Ohio, breeze-makers. We have constantly im- 
proved our line of fans until today it is the handsomest and most 
dependable to be had. They’ve got the name and the reputation. 
They’re nationally advertised. These are a few of the reasons why 
R&M fans are a trouble-free, profit-making line to sell. Send for 
the R&M 1932 catalog for full information. Robbins & Myers, 
Inc., Springfield, Ohio; Brantford, Ontario. 


Robbins & Myers 


FANS AND MOTORS..HAND AND ELECTRIC HOISTS AND CRANES 


STANDARD 
FANS of all types 
and sizes, station- 
ary and oscillat- 
ing, for home or 
office. A. C. and 
D. C. From $6.50 
list and up. 























(RIGHT)—8-inch OSCILLATING MOD- 
ERNISTIC FAN—The latest thing. Suited 
to modern homes. Rich gold finish. What 
vomen want. $12.75 Jist. 

















mem) = but their original R&M fans still 





10” OSCILLAT- 
ING ART FAN. 
A good-looking 
fan for the mod- 
ern home. Bronze 
finish. Big breeze- 
maker. As C. 
$17.50 Jist. 
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McKinley was president and the 
Spanish-American War was go- 
ing on when P. Merkel and Son, 
proprietors of the Columbus 
Union Station restaurant, aban- 
doned their belt-driven fans and 
made a complete installation of 
R&M “Style A Electrolier Fans,” 
one of the first models produced 
by Robbins & Myers. That was 
34 yearsago. Today, alotoftheir 
equipment has been changed to 
newer, more modern types— 


breeze rightalong—with no sign 
of weakening or growing old! 

















New De Luxe Ceiling Fan — Shown above is 
the new R&M improved Style “U” Ceiling 
Fan with lighting unit attachment. A beauti- 
ful fixture built to give years of constant serv- 
ice. Glassware fits tight against a felt pad 
—easy to remove and clean. Anchor-like con- 
struction eliminates all possibility of rattling. 

















Style “S” Ceiling Fan, electrically reversible. 
Latest version of the standard R&M ceiling 
fan. Speed equipment consists of a three- 
speed, pall «ype switch and regulating coil. 
Tos gle switch permits of easy reversal of 
blade rotation. Decades oftrouble-free service. 
















KOOLITE (not illustrated)—A new com- 
bination low-priced fan and lighting fix- 
ture. For home or office use. Supplies large 
volume of breeze. $20 /ist. 
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ELECTRICAL WHOLESALING 








PUT THESE TWO 
SELLING 


TOOLS 


about EDISON MAZDA LAMPS 


ENERAL t76) ELECTRIC 





HERE are the two most effective selling aids 
for summer lamp activity. These two books 
are potent selling tools to put in the hands of 
your salesmen. Between their covers, in con- 
cise graphic form—are covered the two big 
phases in selling Edison MAZDA lamps— 
quality and saleability. 


Answering Five Questions puts in terse, 
quickly grasped language the story of Edison 
MAZDA lamp quality. It answers—convinc- 
ingly—the questions every lamp buyer wants 
answered. It tells why Edison MAZDA lamps 
are best to use, most economical to buy and 
easiest to sell. 





Hear the ‘‘G. E. Circle” 


SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 





EDISON. =. 
MAZDA LAMPS 





INTO THE HANDS OF 
YOUR LAMP 


SALESMEN 


Increasing Store Traffic comprehensively 
shows the tremendous advertising and pro- 
motion helps put behind every Edison 
MAZDA lamp dealer. It shows the agent 
how to bring more people into his store and 
increase sales and profits with Edison 
MAZDA lamps. 


If you haven’t received copies of these two 
selling tools write today for copies to the 
General Electric Company, Nela Park, 
Cleveland, Ohio. 





n’s wae) the-air ...over National Broadegsting. | Company's WEAF network, at twelve, noon, Eastern Daylight 


woma 
Saving Time. every week- day & Saturday ... Also every Sunday, at 7:00 p.m. E. D. S. T. with the world’s finest voices singing the worid’ s favorite songs, 


EDISON MAZDA LAMPS 


Oe 
GENERAL RO) ELECTRIC 


























This Tape 


is the Best Salesman any 


House can have 


t Costs You Nothing 

to Hire these Salesmen 
and they are on the Job 
every day. 


pl in iS 
a te | eh eae a ie al ent ae ccs ma. 7 
He ee ilies i BES ae I 
sa 


TAPE 


» PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS. 














FRICTION IAPE 


HICHE ST EFFICIENCY TESTS 








Sold 
Exclusively 


Through Wholesalers 

















PLYMOUTH RUBBER COMPANY, Inc. 
« __« __ CANTON, MASSACHUSETTS 































































a Virgin M 





SAENITA LEELA ILL EAN AL I 


every home, every office needs this new electric 
appliance—a_ startling invention more sensational 
than the radio or the electric refrigerator. A tremen 
dous 100% virgin market awaits dealers and dis 
tributors now selling the Clements Air-Conditioner. 


chimney soot, auto fumes, traffic dust, pollen and 
heat-dried air cause or aggravate many diseases. 
“Moisture deficient” air also checks and dulls the 
finish of furniture, loosens glued parts and shortens 
the life of rugs, drapes and upholstery. Like magic, 
this new appliance safeguards against such evils. 
Also protects against colds and other infectious dis- 
eases and is a decided relief for hay fever and rose 
fever sufferers. 


it is the first and only portable air-conditioner for 
home and office which filters, washes, circulates, 
humidifies, deodorizes and revitalizes the air. De- 
lightfully cooling effect in summer. Automatic. Sells 
every month in the year. 


—no installation costs; attaches to any convenient 
wall receptacle. A beautiful piece of furniture—all 
metal, fireproof, walnut finish, cabinet design suit- 
able for desk or table. Conditions 9,000 cu. ft. of 
air per hour. 


economical. Adds less than 8c a day electricity 


cost to protect health, preserve furnishings, and en- 
joy atmospheric comfort every hour in the day. A 





home is comfortable at 64° with proper humidity. 
Pays for itself in a short time. 
—we are now selecting dealers and distributors. 


Write or wire today for complete details, sales plan, 
prices and liberal discounts. 


CLEMENTS MFG. CO. 


12-A Clements Bldg. 














6650 S. Narragansett Ave., Chicago 


Also a Vacuum Cleaner for Every Sales Plan. 


For 21 years, Clements has Built Cleaners of 


the Highest Quality. 











CLEMENTS JR. 


A hand cleaner’ with 
oversize motor. Power- 
ful and more ettective 
cleaning. Retails for 
$14.50. 








CLEMENTS JEWEL CADILLAC 
A auality motor-driven A straight-suction clean- A superior motor-driven 
brush cleaner for ‘‘Off- er with “perfect seal’ brush cleaner. Larae 
the-floor’’ sales. Retails insuring powerful, even dealer margin. Trade-in 
for $39.50. suction. Retails for allowance. Was $69.50. 
Now retails for $49.50. 


$29.50. 


acnnnencveorenasure 


STERLING 


A motor-driven brush 
cleaner, tight in weight. 
(Special sales plan.) 
Retails for $29.95. 











